A Multi-Case Study on Integrated Customer Management : Ewals Cargo Care and Arosci Trading Limited by Waweru, Mary
  
 
 
 
 
 
 
 
 
 
 
 
A MULTI-CASE STUDY ON INTEGRATED CUSTOMER 
MANAGEMENT: EWALS CARGO CARE AND AROSCI TRADING 
LIMITED 
 
 
 
 
 
 
 
 
 
 
 
Master’s Thesis 
Visamaki Campus, Business Management and Entrepreneurship, BME17 
Spring 2020 
Mary Waweru 
  
 
ABSTRACT 
 
 
 
Business Management and Entrepreneurship 
Visamaki  
 
Author  Mary Waweru  Year 2020 
 
Subject  A Multi-Case Study on Integrated Customer Management: 
Ewals Cargo Care and Arosci Trading Limited 
 
Supervisor(s) Tarja Pääkkonen 
 
 
ABSTRACT 
 
Through the research questions, this study explores the different factors 
that determine how companies effectively manage their customers and 
relationships. In delivering goods and services, businesses look at various 
factors and use different tools that are deemed necessary on a continuous 
basis to meet customer needs and foster longevity within their 
relationships. This research also looks at what value is added by companies 
incorporating relationship marketing, customer relationship management 
(CRM), and social media marketing as an integrated function to meet the 
same goals.  
 
This qualitative multi-case study utilised questionnaires as the data 
collection method.  The respondents came from two different companies 
based in Finland and the United Kingdom. These respondents were sales 
professionals and well versed in the areas of CRM, marketing and both 
business-to-business and business-to-consumer relationships.  
 
The results of this research determined that in managing customers and 
relationships the key elements used are company resources and 
capabilities, information, CRM, communication, consistency in quality and 
delivering of goods and services and making continued improvements. It 
also found that effectiveness of customer management is improved 
substantially by integrating relationship marketing, customer relationship 
management and social media. Social media facilitates collection and 
exchange of information and therefore, to varying degrees depending on 
usage, relationships can be built through its different platforms.  
 
Keywords Relationship Marketing, Customer Relationship Management, Social 
Media 
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1 INTRODUCTION 
1.1 Background and Purpose 
The effective management of relationships with customers comes under 
relationship marketing and customer relationship management (CRM). 
Moreover, social media has significant strategic customer management 
implications. (Frow & Payne 2013, 3.) CRM has climbed up to the top of 
the boardroom agenda due to the insight that having repeat customers is 
very important success factor and ruined customer relationships are a 
great cost factor. The customer is in the middle of all considerations made 
by a company and the goal is to manage customer relationships that are 
durable and profitable. (Ajami, Gargeja, Goddard & Raab 2016, 7.) To 
ascertain how or whether these theories have validity, this research picks 
2 different companies in different geographical regions and examines the 
factors used to serve and manage customers and relationships. It then 
examines three important elements: relationship marketing, customer 
relationship management (CRM) and social media as an integrated 
function for effective customer management. Generally, customer 
management has transformed along with the evolution of technology, 
better access to customer information, channel strategies and customer 
needs. Relationship marketing and CRM are mostly viewed to benefit 
business-to-business (B2B) entities but relationships exist in all types of 
businesses and organisations therefore, business-to-consumer 
relationships could benefit from CRM.  
 
‘Rethinking Marketing’ is a perceptive article from The Harvard Business 
Review which describes companies as having more strengthened 
technologies now to directly interact with customers and collect and mine 
information on them to tailor offerings accordingly. The article goes on to 
invoke the need for revision, re-alignment and balance by saying that 
customer relationship management along with other technologies are 
used by companies to handle customers, however, technology cannot 
bring improvement to the situation if more emphasis is placed on 
marketing products over cultivation of customers. (Bhalla, Moorman & 
Rust 2010.) This demonstrates the importance of customer centric 
attitudes and relationship building but the process does not stop there. 
Quesenberry (2018) points out that for companies to measure success, 
there needs to be tools to monitor, publish and track relevant analytics. 
Across departments, companies also need to integrate social media and 
for efficiency, they need tools that can combine multidisciplinary social 
teams throughout department silos. (Quesenberry 2018.)  
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While one way may not work for all businesses, the uniform aim for 
companies is to make substantial profits but being customer focused is an 
undeniable ingredient for success. This research paper observes how two 
company cases make their decisions to manage customers then 
determines how useful and effective it is to integrate relationship 
marketing, CRM and social media marketing relative to their businesses. 
Understanding the basis of B2B and B2C relationships and the relationship 
stages they go through provides the fundamentals of relationship 
marketing. CRM is necessary for collecting customer data and organising it 
to provide for customer demands. Social media networking can be used as 
a tool to engage and retain customers as well as facilitate analytics that 
could be used to create better marketing. The individual businesses 
examined in this paper serve to measure the extent of these perspectives 
and theories. 
1.2 Justification for Choosing the Topic 
This thesis is research-based and conducted through a multi-case study. It 
covers two companies from Finland and the United Kingdom. The Finnish-
based company, Ewals Cargo Care B.V., is an international logistics 
company and headquartered in the Netherlands. The UK-based company, 
Arosci Trading Limited, is a hair cosmetics business with distributors on 
different continents. 
 
This multi-case study aims to gain valuable insight on these respective 
companies pertaining the research questions. The results could be integral 
for learning purposes for three groups of people: business students, young 
entrepreneurs and young people wishing to enter those industries as 
marketing and sales professionals. Through examination of these case 
companies, it would be observed if and how these businesses effectively 
management their customers through the integration of relationship 
marketing, customer relationship management and social media. The 
author of this thesis found relationship marketing to be a very important 
aspect of customer management which ultimately spiked a desire to learn 
more on the topic. The two company cases are covered in more details 
after chapter 3 of this paper. 
1.3 Research Questions 
Aligned with the background and purpose of the thesis, the research 
questions are:  
 
1. What are the key elements that determine how companies manage 
their customers and relationships and does CRM help in 
effectiveness? 
2. How do companies utilise social media platforms to support their 
customers and relationships? 
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1.4 Thesis Outline 
The first chapter of this paper introduces the thesis topic, its background 
and research questions. The second chapter provides the foundation  
topics and sub-topics. It starts by covering marketing, its purpose and 
marketing strategy formulation. It then takes the relationship marketing 
route, highlighting its characteristics and differences compared to 
transactional marketing and presents relationship process models. 
Customer relationship management, CRM constituencies, models and 
channel strategies are then introduced creating a link to relationship 
marketing and social media. This chapter ends by delving into digital 
marketing strategies with social media networking as the focus. The third 
chapter looks at the research methodology, explaining why the method of 
research was chosen, how information was collected, ethical 
considerations employed, and challenges faced during the process. The 
fourth chapter presents the case companies, their respective backgrounds, 
and individual findings. The fifth chapter presents the within-case analyses 
by placing the findings/questionnaire responses against the literature 
review. In chapter six, a conclusion is given by discussing and answering 
the research questions with a cross-case analysis and offers relevant 
recommendations for future research based on scoping the entire 
research.   
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2 THEORETICAL FRAMEWORK 
This chapter contains a variety of literature and journals covering 
marketing, marketing strategies, relationship marketing, CRM and digital 
marketing strategies that include social media. There are important factors 
covered like putting the customers and their demands first along with 
associated challenges and considerations that come with relationships. 
Noticeable focus is given to processes, models and digital platforms which 
together create a link between relationship marketing, CRM, and social 
media. The literature collected here later helps in making deductions, the 
final analysis and determining the interrelation and overlapping of these 
topics.  
2.1 Effective Marketing Management  
Understanding customers, relationships and their needs, it is important to 
understand marketing. Anderson (2012, 3) finds that books on marketing 
theories focus on the attainable which is not always beneficial for small to 
medium sized businesses with limited resources to implement grand 
strategies and believes that the success of big corporations is attributed to 
the brute marketing force behind them and not the marketing theories 
supposedly used. However, there needs be some sort of differentiation as 
mentioned by other authors. For example, according to McDonald and 
Wilson (2016, 3), it is important to understand and distinguish between 
the marketing concept and the marketing function. They go on to say that 
marketing mix management entails using a variety of marketing tools and 
techniques that are available to managers to implement the marketing 
concept.  
 
Fojt (2005, 3) explains that a strategy that is market-driven gives an 
organisation a clear understanding of its market and its customers. 
Marketing effort that is effective is based on information that can be used 
to form great business strategies, increase a return-on-investments, 
facilitate more prosperous innovation, allow better efforts in branding, 
improve the effectiveness of efforts in promotion, and make stronger 
efforts in web marketing. Real market orientation can be gained by an 
organisation when it places the customer as its business perspective’s 
epicentre. When an organisation is committed to engage in actions like  
focusing on your customers, knowing your competition, coordinating all 
marketing efforts with other organisational functions and market 
orientation, a true competitive advantage can be seen. (Fojt 2005, 3.) 
 
As may be evident to some of their readers and followers, marketing 
experts like P. Kotler and D.J. McCarthy are said to have been motivated 
by the Classicist view of management which has continued to lead many 
textbooks to present marketing as a sequential and logical process that is 
designed to ask questions that provide the following answers: where we 
5 
 
 
 
are now, where we are going and how we are going to get there. (Chaston 
1999, 4.) 
The principal role of marketing in a corporation is to spell out the various 
value propositions as demanded by different customer groups for 
everyone in the organisation to know what their contribution is in the 
creation of this value. Figure 1 shows how to attain business success. 
(McDonald & Wilson 2016, 6.) 
 
     (Core Value)   (Efficiency) 
    
 
 
 
 
 
 
 
 
 
 
 
 
 
(Understanding market needs)  (Creativity) 
 
Figure 1. Business Success (McDonald & Wilson 2016, 6.) 
 
Even though a significant overlap is seen between branches, marketing has 
several subdivisions. These specialist disciplines are consumer behaviour, 
marketing communications, marketing strategy, new product 
development, services marketing, international marketing, business-to-
business marketing, and not-for-profit marketing. (Blythe 2006, 7.)  
2.1.1 Marketing Strategy Formulation 
Blythe (2006, 7) points out that marketing strategy is at times referred to 
as strategic marketing. Strategy creates competitive advantage thus 
effectively and relatively positions a company along with its products to 
competitors. The first step is deciding the business that the company is in, 
as customers have it defined. Marketing strategy may refer to direct 
marketing-concerned activities. Strategic marketing may refer to the 
creation of a corporate strategy through marketing. It is important to also 
note that these terms are, however, interchangeable in their use. (Blythe 
2006, 7.)  
 
Paley (2006, 18) metaphorically and accurately compares marketing to the 
military as a battle of minds, manager against competition manager and 
marketing strategy against the strategy of the competition. However, he 
Professional 
marketing 
People 
Product/Service Processes 
Customers 
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continues to say that through strategies, human responses which are 
unpredictable should be met and countered and that strategies primarily 
aim to lessen resistance while disrupting the competition. (Paley 2006, 18.) 
 
Strategy is a plan that is cohesive and whole, encompassing the integration 
of an organisation’s major organisation’s goal, policies, decisions, and 
action sequences.  It applies to all organisational levels and pertains to any 
of management’s functional areas. It could relate to marketing, financial, 
personnel, corporate, production, etc. strategies. Marketing may include, 
advertising, sales, pricing, place, promotion, distribution, merchandising, 
etc. strategies. Strategy focuses on effectiveness rather than efficiency and 
is the process that assesses the environment then designs the fit between 
the organisation’s resources, objectives, and its environment. The 
strategic process is how formulation of the strategy occurs. There are 
various approaches. The rational approach uses portfolio models and tools 
like SWOT analysis while the flexible approach uses planning stemming 
from several scenarios. The creative approach reflects imagination use in 
planning.  The behavioural approach uses the reflection of personalities, 
politics, and influence of power. The incremental approach is founded on 
changes or small adjustments to successful and previously used strategies. 
(Proctor 2000, 1.) 
 
Adopting the framework in figure 2 is advised for marketers based on its 
durable rationale employed to the structure of organisations like Procter 
and Gamble and Unilever. Analysing the internal and external 
environments is the beginning phase which allows future performance 
goals definition, the strategy to achieve these goals and the necessary plan 
elements for underpinning plan strategy. To deliver the plan, utilising 
McCarthy’s ‘4Ps’ variables Product, Price, Place, Promotion is advised. 
(Chaston 1999, 4.) 
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Feedback and 
ongoing 
re-assessment 
 
 
 
 
 
 
 
 
 
 
Figure 2. Standard Marketing Planning Process Model (Chaston 1999, 5.) 
 
Marketing strategies have traditionally been developed to push product 
through the following first two ways and recently, in the third listed way: 
(1) Distribution channels-trade marketing strategy. (2) Pull consumers to 
the point of sales- consumer marketing strategy. (3) Internal marketing 
strategy- This strategy focuses on employees with the notion that each 
person within is a customer and supplier. (Buttle 1996, 4.) This is a clear 
way to look at marketing strategies and companies should be able to relate 
in all three ways.  
 
McDonald and Wilson (2011, 481) advise that to eliminate barriers in 
marketing planning, a strategic plan should be made first. This involves 
giving more attention to the external environment, assessing the forces 
arising from it at an early stage and forming the right strategic responses 
that involve all management levels. The strategic marketing plan should be 
good to cover three to five years and when this is approved to go forward, 
then a one-year operational marketing plan should follow. (McDonald & 
Wilson 2011, 481.) This is supported by Anderson (2012, 11, 51) who 
presents the marketing planning process as establishing goals which 
should be followed by creating strategies. Strategies are how those goals 
Analysis of 
external 
environment 
Performance 
goal specification 
Strategy 
determination 
Analysis of 
internal 
environment 
Market plan 
formulation 
Diagnostic 
control system 
Plan 
implementation 
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will be met. He says that for instance, if the goal is to gain a certain number 
of customers within a certain timeframe, there should be a plan how to 
position the company and its offerings to achieve this. This is commonly 
done by manipulating the Four Ps of Marketing (Price, Product, Place and 
Promotion) with secondary focus going into tactical elements. These four 
elements are equal and always function together. Anderson continues to 
accurately demonstrate this is several ways: Poor promotion cannot be 
offset by low pricing. Poorly promoted products cannot be sold by fantastic 
distribution. Because there are many markets to penetrate in marketing 
plans, each product, service, and target market should have their 
strategies, goals and tactics formulated. (Anderson 2012, 11, 51.) 
 
Kolb (2013, 62) suggests that a strategy focusing on the Four Ps of 
marketing (product, place, price, and promotion) is provided by a 
marketing plan. The first step in the marketing planning process is a 
situational analysis of the internal, customer and external environments. 
This seems like a good path that covers a wide scope of relevant activities. 
She goes on to say that an organisation’s internal environment should be 
considered by the marketing strategy because having enough and 
appropriate personnel resources and finances will determine the success 
of the strategy. The strategy’s success is also dependent on the customer 
wants and demands being met which makes it important to analyse the 
changes in the customer environment. The external environment situation 
is important to analyse. This includes analysing the competition, legal, 
technological, socio-cultural, political, and economic changes and issues. 
(Kolb 2013, 62.) 
 
Proctor (2000, 2) sees competition as being about positioning products 
and services in way that translates them as different in customer minds. 
Marketing entails the competitive positioning of products and services in 
customer minds and involves communicating messages and images and 
the ways used to accomplish this communication. This is an apt description 
and he also suggests that marketing should also manage relationships and 
in order to effectively influence the customers into buying, others who are 
invested in the products should also be convinced that the product meet 
the wants and needs of the customers. The persuasion chain could touch 
on the internal organisation to include company employees and where 
internal marketing stems from. Developing relationships with other 
organisations is equally vital. Networks and strategic alliances are common 
today with all parties working towards achieving shared goals, operational 
collaborations being part of these ties. The productive management of 
these relationships determine their success or failure. Marketing strategy 
as shown in figure 3 should assess: (1) Strategic windows’ opening and 
closing. (2) How market driver cause impact. (3) The competition’s nature 
and its impact in the marketplace. (4) Market and industry cycle stage. (5) 
A firm’s assets and skills or how they can be readily gained or accessed. 
(Proctor 2000, 2.) 
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Figure 3. Factors impacting on marketing strategy (Proctor 2000, 2.) 
2.2 Relationship Marketing  
From studying marketing processes used by industrial and service firms, a 
new school of thought examines how a firm can organise their internal 
resources and processes for creation and sustenance of customer loyalty 
using a collective orientation known as Relationship Marketing. Chaston 
(1999, 8) credits its roots to America (Berry 1982) and the Nordics 
(Gummesson 1987) and goes on to suggest that according to Webster 
(1982) relationship marketing supporters argue that organisations should 
steer away from managing transactions and instead build and strengthen 
relationships that will last, in a bid to survive the competitiveness and 
turbulence of what markets have become. (Chaston 1999, 8.)  
 
Relationship marketing is the strategic management of relationships with 
various stakeholders while CRM is the strategic management of 
relationships with the utilisation of technological tools where applicable. 
There is a distinction between relationship marketing, CRM (customer 
relationship management) and customer management derived from the 
field-based research with executives and academic literature. Figure 4 
shows the difference between these terms. (Frow & Payne 2013, 4.) 
 
 
 
 
 
 
Assets and skills 
that a firm 
possesses or can 
readily 
acquire/access 
Opening and 
closing of 
strategic 
windows 
Impact of market 
drivers 
Marketing 
strategy 
The nature of 
competition in 
the marketplace 
Stage of the 
market or 
industry life cycle 
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Relationship Marketing: 
Strategic management of  
relationships with all relevant stakeholders 
 
CRM: 
Strategic management of 
relationships with customers,  
involving appropriate use 
of technology 
 
Customer Management: 
Implementation and 
tactical management of 
customer interactions 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4. The Domain of Strategic Customer Management (Frow & Payne 2013, 4.) 
 
Frow and Payne (2013, 17) portray relationship marketing as doing several 
things. It demands that focus is given to relationships and not transactions 
and represents a move from functionally based marketing to cross-
functionally based marketing. For customers, it requires complete 
attention to be placed on value creations and it does not only address the 
traditional customer markets but also embraces a variety of market 
domains or stakeholder groups. Relationship marketing entails a move 
from marketing activities with a customer acquisition focus to those that 
both emphasise on the retention of customers and acquisition. (Frow & 
Payne 2013, 17.) 
 
Transactional marketing’s goal is to maximise sales volume and aims to 
serve as many customers as possible and as fast as possible. It aims to 
increase sales while paying little concern to customers or their needs. This 
is a common practice for many companies. Transactional marketing occurs 
with any product within any market but targets convenience goods with 
the following characteristics: low differentiation, prices that are relatively 
low, little or no service is required, customer loyalty is relatively 
RELATIONSHIP  
MARKETING 
 
CRM 
CUSTOMER 
MANAGEMENT 
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insignificant or irrelevant. The focus for this type of marketing is the 
acquisition of new customers without discernment, selling to any 
customer that has the potential to buy, quickly obtaining purchase orders, 
short-term sales maximisation and reduction of prices and haggling to 
finalise a sale. (Lopez 2014, 39.) 
 
Relationship marketing’s goal is to meet the needs of the customers and 
develop relationships that last which can only be accomplished by having 
well trained, empowered, and accountable employees. Teamwork with 
customers and facilitation of their communication with the company is 
also important. With its proper execution, the reasoning behind this is that 
customer loyalty can be achieved to then generate greater sales and 
ultimately higher profits. Unlike with transactional marketing which simply 
receives and accepts the customer, relationship marketing selects its 
customer. Relationship marketing functions towards customers by 
providing professional advice that matches the needs of customers with 
products and services that are the most relevant and appropriate to them. 
It functions by developing trust and friendship, seeking customer loyalty 
for long-term sales sustenance, and striving to become the customer’s only 
or primary supplier. It also works by delivering quality and service and 
selecting customers who are profitable. (Lopez 2014, 40.) 
 
Frow and Payne (2013, 43) point out that throughout the maturity of 
relationship marketing, characteristics have risen to distinguish it from 
transactional marketing as shown in table 1. 
 
Table 1. Transaction Marketing and Relationship Marketing (Frow & Payne 2013, 43.) 
 
Characteristics Transactions Focus Relationships Focus 
Marketing emphasis 
Market emphasis 
Focus  
Orientation 
Timescale  
Customer service 
Customer commitment 
Customer contact 
Quality 
 
Obtaining new customers 
Customer markets 
Functional (marketing) 
Service features 
Short 
Little emphasis 
Limited  
Limited 
An operations concern 
Customer retention 
Multiple stakeholder markets 
Cross-functional (all functions) 
Customer value 
Long 
High emphasis 
High 
High 
The concern of all 
 
 
 
Relationship marketing entails having healthy relationships with 
characteristics of trust, commitment, concern, and service (Buttle 1996, 8). 
Paley (2007, 22) thinks that enterprise leaders in most market driven 
organisations need to prepare for global competition, relationship 
marketing and information technology’s fast-moving applications. 
Mastering the ingredients that form marketing strategy includes six things: 
focusing on the customer, building networks, creating alliances, looking at 
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corporate culture, applying technology and defining a market position.  
(Paley 2007, 22.) 
2.2.1 Relationship Process Models 
With the presence of new technologies, new dialogue channels that are 
both customer and organisation initiated have come up. Capturing data at 
all interactions and making it available at later stages of conversation 
should happen. This becomes possible when at customer interface, 
technology is utilised to secure interactions, real-time or near real-time. 
The effect of this is a migration need from customer databases as the basis 
of relationship marketing to linking the central information centre with 
software for call-centres, internet systems facilitating interaction that is 
direct and other functions possessing histories of interactions of 
customers. Examples include product service and accounts departments. 
(Baker and Hart 2007, 39-40.) 
 
Relationships grow and change with time. Relationship development 
comes in five stages. These are: awareness, exploration, expansion, 
commitment, and dissolution. Awareness happens when one party 
becomes aware of the other’s attractiveness as a potential exchange party. 
Direct contact does not happen at this stage and parties are able to 
position themselves with advantage which increases their attractiveness 
to potential partners. Exploration is where relationship partners weigh the 
advantages and price of the exchange. A trial relationship may commence, 
product testing takes place and insight is gathered to be able to form a 
more secure relationship. In the expansion phase, the exchange partners 
experience increasing interdependence between them. Here, the 
foundation of their relationship is expanded, more product varieties are 
exchanged between them and higher risks are taken. The increase of 
interaction in exchange builds trust and commitment. During the 
commitment phase, the partners come to an agreement to go on with their 
relationship. Higher risks are taken as the benefits of the relationship 
continue to be seen. In the final and dissolution stage that can happen at 
any stage, there is a great effect especially if the relationship was solid and 
the termination was propelled by one partner. There is less impact if both 
parties stop seeing the benefit of the relationship. A migration process may 
be used to help the transition run smoothly. (Frow & Payne 2013, 51.) 
 
Baker and Hart (2007, 41) present studies by different authors to show the 
process of relationship models in table 2. It begins with the life-cycle 
analogy which stems from ecology studies. Consistent with the use of the 
analogy, there is a transfer from the ecology which is the source domain 
to exchange relationships which is the target domain (Hunt & Menon 1995; 
O’Malley & Tynan 1999). With the recognition of relationships evolving 
and changing as time goes by due to the interaction between parties, the 
concept of a life cycle exchange relationship is adopted in the literature. 
The exchange relationship progressively becomes closer and deeper 
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(Halinen 1997) with increased degrees of commitment and trust (Ford 
1980; Dwyer et al. 1987). The models may use different labels but 
ultimately show the same process and rely on SET (social exchange theory) 
both implicitly and explicitly. (Baker and Hart 2007, 41.) 
 
Table 2. Process Models of Relationship Development (Baker & Hart 2007, 42.) 
 
Process Models of Relationship Development 
 Ford                      Frazier                   Dwyer                Borys &             Wilson 
 (1980)                 (1983)                    et al. (1987)      Jemison             (1985) 
                                                                                         (1989)    
                                    
Pre-                 Pre-relationship   Review                  Awareness                                   Search & 
relationship   stage                                                                                                           selection 
    
Attraction       Early stage                                           Exploration       Defining           Defining 
                                                                                                                   purpose           purpose 
 
Formation       Development     Implementation   Expansion          Setting              Setting 
                          stage                                                                                   boundaries      boundaries               
 
Expansion        Long-term           Outcomes             Commitment     Value-               Value 
                          stage                                                                                 creation           creation      
 
Ending              Final stage                                                                       Hybrid               Hybrid 
                                                                                       Dissolution         stability             stability 
 
 
 
 
While relationship marketing encompasses all business parties, customers 
and stakeholders, there is debate on its relevance to B2C relationships. 
Blythe (2006, 65) argues that relationship marketing is more valuable and 
successful in B2B relationships and not so much in B2C relationships. There 
is also debate on the stages of business relationships. This is most likely 
dependent on whom (company) is asked and an analysis on the company 
cases later in this study should verify this. Theodore’s Levitt’s uses the 
courtship-and-marriage analogy to describe these relationships as having 
three stages: initial contact and attraction, increasing contact with a need 
to want to please the other party and the third and final stage being 
sharing a life and being happy together. This has been criticised as too 
simple and then countered with other models. Caroline Tynan’s five stage 
model in B2B relationships includes: pre-relationship stage, early stage, 
development stage, long-term stage and the final stage. (Blythe 2006, 65.) 
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2.3 Customer Relationship Management 
In the early 1990s Customer Relationship Management (CRM) came into 
use. Companies in information technology view CRM as software 
applications used by businesses to support their selling, marketing, and 
customer service functions. On the other hand, managerial rather than 
technological focused professionals define CRM as a disciplined approach 
used to develop and maintain customer relationships that are profitable 
with or without technology having a role in it. There has been great debate 
between managerial and technological schools regarding CRM. This can be 
resolved by seeing CRM as taking three primary forms as shown in table 3. 
In combining the three forms (strategic, operational & analytical), we can 
define CRM as the core business strategy used to integrate internal 
processes and functions and external networks to create and deliver value 
to target customers for a profit. (Buttle & Maklan 2015, 3-4, 15.) 
 
Table 3. Types of CRM (Buttle & Maklan 2015, 4.) 
 
Type of CRM  Dominant Characteristic 
Strategic Strategic CRM is a core customer-centric 
business strategy that aims at winning and 
keeping profitable customers. 
Operational Operational CRM focuses on the automation of 
customer-facing processes such as selling, 
marketing and customer service. 
Analytical Analytical CRM is the process through which 
organisations transform customer-related data 
into actionable insight for either strategic or 
tactical purposes.  
 
In August 2000, several fatalities pushed Firestone to recall a lot of its tyres. 
Firestone’s website then crashed for twelve hours resulting from 
innumerable customer enquiries. The company’s newly installed CRM 
model saved the day in that all customer queries were answered, and 
helpful data collected to assist in creating CRM strategies in future. In 
recent years, to cut costs for the new business strategy of intimately 
knowing the customers, there has been a move from streamlining business 
processes. The three primary motivators are: 
 
• New software technology: It is getting tremendously easier to 
collate and utilise customer data. 
• The internet: There is great competition on the internet and huge 
potential to access customer information. 
• The changing customer: These days, customers exhibit more 
confidence, sophistication, demands and choices. (Emerald Group 
2005, 163) 
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Chaffey and Smith (2017, 444) list these five key trends in CRM applications 
as categorised by Gartner Group: operational CRM, analytical CRM, social 
CRM, software-as-a-service (SaaS) and in sales applications. 
 
Operational CRM: Automation of processes like case management and 
campaign management. 
Analytical CRM: This includes segment applications and predictive 
analytics. 
Social CRM: The use of social media insight and interaction on social media.  
Software-as-a-service: Used in the delivery of these functions.  
In-sales applications: This is widely understood to be a mainstream model. 
(Chaffey & Smith 2017, 444.) 
 
As accurately put by Williams (2014, 3-5) marketers are not where they 
were several decades ago and starts by pointing out that by using 
information and analytics, marketers have made great steps to achieve 
maximised media and efficiency and to develop effective media targeting 
strategies over the last quarter century. Throughout history, CRM has 
primarily been about developing messaging that is relevant, targeting 
strategies that are effective, marketing spending that is efficient, etc, but 
there were challenges like having the appropriate technological expertise 
needed to collectively process the data from multiple sources to gather 
insight. The sophisticated models that were being built were as predictable 
as the data feeding them. Now, our analytics incorporate the rich, diverse, 
and strong data which allows the formation of more sophisticated models 
that propel more substantial results. In the past, analytical proficiency 
drove results that were focused on media channels in a narrow way while 
in current times, it encapsulates the whole customer experience. If the 
same analytic muscle were pushed towards a wider perspective of 
developing customer strategy as a business strategy, industry growth 
could evolve with the same force. This means that from sales and 
marketing to billing and service, business strategy should be based on what 
customers need, their behaviours and their lifetime value. Based on this 
concept, a new business model has been curated. (Williams 2014, 3-5.) 
 
Companies may have identified their CRM policies but fail in their 
initiatives at rate of 60 to 80 percent. They fail to understand that 
attracting customers means having everything focused on them. They may 
say they understand this, but their initiatives failing so much means that 
they do not actually put the customers first. CRM fails for a variety of 
reasons like little understanding and a lack of consistency in giving a 
customer experience that is memorable and a failure to buy into CRM 
strategies by top management. According to an Accenture study, 55 
percent of CRM failures are contributed by poor executive support. 
Another reason is a failure to recognise that CRM is determined by the kind 
of employees an organisation has. Many organisations believe that 
technology is all that matters while it is essentially about people. (Fojt 
2005, 16.) 
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Putting into consideration Fojt’s (2005) list of reasons why CRM fails in 
some organisations, businesses could probably avoid failure by using CRM 
experts and well-trained staff in planning and implementation. Training 
employees on the benefits and use of CRM should not be a one-time thing. 
CRM models should be adopted, and data gathered to fully assess 
customers behaviour and needs. Defining or customising a CRM model and 
system that will match company goals is also important and improvements 
should be made to accommodate customers and their changing needs. 
Follow up and evaluation does not have a specific formula or method, but 
this is where companies can improvise and make its own suggestions as 
the business progresses and customers continue to interact with them. 
CRM systems should be kept simple and easy to understand.  
 
According to Baker and Hart (2007, 46) there is a simple assumption in 
consumer markets that to improve customer value, a database and direct 
communications is all that is needed. On the contrary, great focus should 
go into relational skills of staff who face customers being developed. 
Compared to others, service marketers may be more developed in 
interaction management with the co-creation value being very important 
and the customer contact employee being the centre of service delivery. 
This has prompted service quality analysis and management systems to be 
utilised and developed based on the gap model SERVQUAL (Parasuraman 
et al., 1985, 1988), adoption of service blueprinting to improve designs and 
management of service delivery (Shostack 1984) and employment of 
Critique Incident Technique (Gremler 2004) which is used to identify 
encounters that are both satisfying and dissatisfying. Useful training 
guidelines can be taken from this experience. Relationship marketers 
should create a commitment balance between their employers and 
customers. This role may be challenging for personnel who span 
boundaries mostly in B2B environments. There may be potential conflict 
with either satisfying their partner and neglecting their employer or 
satisfying their employer at the expense of their partner. Negotiations and 
trainings should have parameters set to resolve this.  (Baker and Hart 2007, 
46.) 
 
A study found that a profit of 60 percent and over, could be seen by 
companies adopting a strategy that caters to the valued customers than 
those who do not. The most profitable customers bring long-term success 
when a company takes care of them. Also, it has been observed that 80 
percent of revenues are often generated by 20 percent of the customers. 
For CRM policies to pay dividends, a customer-centric approach is vital.  
This entails several things. To mesh a customer-centric approach into 
procedures and processes, there should be utilisation of effective change 
management (CM) in the entire organisation. To reflect strategy, functions 
that do not influence customers should also be overhauled. Employees 
should be equipped with the needed skills for developing good customer 
relations. This means that HR holds an important part in this with their 
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recruitment and training responsibilities. Data collection and analysis 
throughout the organisation to facilitate better understanding of the 
customer and what moves them. (Fojt 2005, 17.) 
 
Customer relationships are grouped under three headings: acquisitions or 
pre-sale, consolidation or sale and enhancement or post-sale. This can be 
seen in figure 5.  (Frow & Payne 2013, 322.) 
 
 
 
Figure 5. Understanding the Nature of Customer Encounters (Frow & Payne 2013, 322.) 
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According to the business in consideration, these areas can further be 
broken down into elements like marketing communications, prospecting 
and lead generation, sales qualification, proposal generation, pre-sales 
activity, selling, installation, post-sales service, and ongoing account 
management. (Frow & Payne 2013, 322.) 
 
The constituencies with an interest in CRM include the following: 
companies that implement CRM, customers and partners of the 
companies implementing CRM, CRM system vendors, CRM Cloud solution 
providers, players in social media, CRM hardware and infrastructure 
vendors and management consultants. (Buttle & Maklan 2015, 16.) 
2.3.1.1. Customer Relationship Management Models 
There are several relationship management process models. Buttle and 
Maklan (2015, 20) highlight the four comprehensive CRM models as IDIC 
model, CRM value chain, Payne and Frow’s 5-process model and the 
Gartner competency model.  
 
The IDIC Model 
 
The IDIC model was developed by Don Peppers and Martha Rodgers of 
Peppers and Rodgers Group who elaborate it as: 
 
Identify customers: Relationships should be individual and not formed with 
markets or segments. Individual identification of the other party in the 
relationship should be the first step in creating a relationship. For all 
organisations, identify also involves taking a customer-specific business 
angle by organising a variety of its company information resources. There 
should be an individual tag mechanism with not just a product code 
showing what has been sold but also a customer code that shows the party 
the company is in business with as important. Customers should be 
recognised on returning through phones, mobile apps, online and 
everything else. (Kotler, Pepper & Rodgers 2016, 79.) 
 
Differentiate customers: By knowing how customers differ, a company can 
(a) channel its resources to the customers who generate for the enterprise, 
the most value (b) devise and implement strategies that are customer-
specifically designed to bring individual satisfaction to different customer 
needs while improving their respective experiences. To estimate customer 
value, companies need to observer customer behaviour. Customer 
behaviour is driven by customer needs.  (Kotler et al. 2016, 79.) 
 
Interact with customers: Enterprises should improve their interaction with 
customer to make it more effective. Successive interaction with customers 
should be dependent on the last ones had and run continually. (Kotler et 
al. 2016, 79.) 
 
19 
 
 
 
Customise treatment: A company should tailor make experiences 
according to the needs of the individual customer values and needs, to 
make it more relevant to them as well as make their life easier.  (Kotler et 
al. 2016, 79.) 
 
The IDIC process implementation model can further be grouped under two 
activities: analysis and action. The first two tasks identify and differentiate 
contain insight and fall under analysis. They occur away from the sight of 
the customer. The last two tasks Interact and customise fall under action. 
They constitute facing customers and require the individual customer’s 
participation. (Kotler et al 2016, 80-81.) 
 
The CRM Value Chain 
 
The CRM value chain by Francis Buttle in figure 6 has five primary stages 
with four supporting conditions that lead to enhanced customer 
profitability as the final goal. The primary stages are customer portfolio 
analysis, customer intimacy, network development, value proposition 
development and management of the customer lifecycle. These stages 
have a sequence that make it possible for a company to create and deliver 
value propositions through which profitable customers are acquired and 
retained using the support of the company’s suppliers’ network, its 
employees, and partners. The CRM strategy can function in an efficient and 
effective manner due to these supporting conditions: leadership and 
culture, data and information technology, people, and processes. (Buttle 
& Maklan 2015, 20.) 
 
 
 
Figure 6. The CRM Value Chain (Buttle & Maklan 2015, 20.) 
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Payne and Frow’s 5-process model 
 
This CRM model was developed by Adrian Payne and Pennie Frow and seen 
in figure 7. Its five core processes are: the strategy development process, 
the value creation process, the multi-channel integration process, the 
performance assessment process, and the information management 
process. Strategic CRM is represented by the strategy development and 
value creation processes, operational CRM is represented by the multi-
channel integration process and analytical CRM by information 
technology. (Buttle & Maklan 2015, 21.) 
 
 
Figure 7. Payne and Frow’s 5-Process Model (Buttle & Maklan 2015, 21.) 
 
Gartner competency model 
 
This comprehensive and final CRM model in figure 8 stems from a 
reputable IT research and advisory firm called Gartner Inc. This model is of 
the premise that eight areas of competency are important for companies 
to succeed. These are: a CRM vision, development of CRM strategies, the 
design of experiences that are valued by customers, both intra- and extra-
organisational collaboration, management of customer lifecycle 
processes, information management, implementation of technology, and 
the development of measurements that are indicative of the success or 
failure of CRM. (Buttle & Maklan 2015, 21.) 
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Figure 8. Gartner’s CRM model (Buttle & Maklan 2015, 22.) 
2.3.1.2. Channel Strategies 
Professor Burt Rosenbloom of Drexel University identifies six key areas of 
an organisation’s strategic channel decisions as:  
 
• The roles channels should play in the firm’s overall strategies and 
objectives. 
• The roles the channels should have in the marketing mix. 
• How the organisation’s marketing channels should be designed to 
create alignment with the objectives of distribution. 
• The types of channel members that should be picked to facilitate 
the distribution objectives.  
• How the external marketing channel and partners should be 
managed to facilitate implementation of the organisation’s 
channel design in an effective and efficient manner continuously.  
• How to evaluate channel member performance. (Frow & Payne 
2013, 319.) 
 
While customer needs should ideally decide the channel strategy, a 
supplier-oriented approach may be chosen over a customer-centric 
approach due to limitations caused by elements like the business’s goals 
and capabilities, competencies, and capacity. The channels strategies 
businesses choose from include: a mono-channel provider strategy, a 
customer segment channel strategy, a graduated account management 
strategy, a channel migrator strategy, an activity-based channel strategy, 
and an integrated multi-channel strategy. (Frow & Payne 2013, 320.) 
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2.4 Digital Marketing  
Digital marketing should be viewed as a channel strategy where digital 
media and electronic channels support other distribution channels and 
communications. A digital marketing channel should identify several 
things: target markets, positioning, online value proposition (OVP), the 
preferred mix of digital media channels for new customer acquisition and 
contact strategies to welcome and develop customers that already exist. 
(Chaffey & Smith 2017, 42.) 
 
Digital marketing should not be considered as a replacement for traditional 
marketing. Instead, both should exist with interchangeable roles as they 
move across the customer path. Traditional marketing is more commonly 
used in the early stages of the interaction between companies and 
customers to build awareness and interest. With the progression of this 
interaction, where closer relationships with companies are expected by 
customers, digital marketing increases in necessity. (Kartajaya, Kotler & 
Setiawan 2016, 20.) 
 
Traditional thinking has proven to be basic for many which is seen when 
Campbell and Langton (2011) explain that it is important not to rely on 
plain posters and on-site displays, despite their beauty and artistic nature 
while trying to reach the demographic of 24 to 45-year-olds as they most 
likely would find them inadequate. Incorporating technology that has 
penetrated their everyday lives, such as QR codes which they can scan with 
their mobile devices to gain additional information in digital format could 
work well. Using integrated social media campaigns that simplify virtual 
sharing of real-world experiences between participants and friends is 
another way. This merging of marketing with art and technology in present 
times with younger demographics is expected in making their experience 
fuller. (Campbell & Langton 2011, 88.) 
 
Chaffey and Smith (2017, 42) think that compared to other channels, 
effective digital channel strategies should create differential value for all 
the parties that are involved. That is how the most effectiveness is 
achieved. E-channels are not effective for all products and therefore 
channel integration needs to be managed. Digital models are used to 
describe the business process between an organisation and its customers, 
distributors, suppliers, and stakeholders. Models should deliver 
competitive advantage. Digital models include online revenue models, 
intermediary models, attribution models, communication models, 
customer information processing models, customer buying process 
models, loyalty models and social media models. (Chaffey & Smith 2017, 
42 & 106.) 
 
It would be useful for firms to understand and choose the type of media 
that supports its goals. Chaffey and Smith (2017, 34) present the main 
types of media as paid media, earned media and owned media. 
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Paid media: Bought media where there are investments that go into paying 
customers, affiliate marketing, display ad networks and conversions by 
search. Direct mail, TV advertising and print are some of the biggest 
traditional offline forms of paid media. (Chaffey & Smith 2017, 34.) 
 
Earned media: Publicity that is achieved through PR used to target 
influencers to increase brand awareness. Word of mouth conducted 
through social media and viral marketing including blogs and social 
networks. Earned media is formed through various partnerships with 
bloggers, publishers, customer advocates and influencers. They are both 
offline and online investments. (Chaffey & Smith 2017, 34.) 
 
Owned media: This is brand owned media. Online, the company has its 
own blogs, mobile apps, websites and social media platforms on Twitter, 
Google+, YouTube, LinkedIn, Instagram, etc. It may have retail stores and 
brochures offline. (Chaffey & Smith 2017, 34.) 
2.4.1 Social Media Marketing 
Both business-to-business and business-to-consumer entities are 
important in assessing how companies integrate relationship marketing to 
social media marketing to manage their customers effectively. Some 
would say their customers are not on social media communicating their 
needs. On the contrary, some marketing professionals and authors may 
beg to differ. It is suggested that social media channels offer B2B 
businesses competitive strength in two ways: conversation and search 
engine optimisation (SEO) because search engines recognise every 
conversation or presentation on social media platforms. (Agresta, Bough 
& Miletsky 2010, 58.)  
 
On the other hand, as perspectives are based on different business 
experiences, Camplejohn (2019) would disagree with that previous notion. 
From his research-backed experience and according to IDC (International 
Data Corporation), 75 percent of  B2B buyers and 84 percent of executives 
make purchasing decisions through social media. 89 percent of top 
salespersons, according to a 2018 State of Sales report by LinkedIn, found 
that, to close deals, networking sites are important. He goes on to say that 
focus should not go into seniority and C-suite, and instead, people should 
look to make connections with their peers to build relationships. A 
LinkedIn study found that responses differ greatly on the recipient’s level 
of seniority and the most senior people usually tend to respond to people 
they are already familiar with. Camplejohn is the founder and CEO of three 
technology start-ups and a LinkedIn product executive.  
 
Social media is a relationship-focused phenomenon with platforms that 
are greatly consumer-oriented. Social media has substantially influenced 
relationship marketing and CRM and will continue to do so in future.  
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Relationship marketing strategies and the employment of customer 
relationship management initiatives through the influence of marketing 
strategies with a social influence collectively form strategic customer 
management. Classification of social media is different depending on 
analyst firms, consultants and academics. Cavazza’s activity-based 
classification, for example, has six categories namely: networking, 
publishing, buying, playing, localisation and sharing. From another 
perspective, the six types of social media in a managerial framework are: 
social networking sites, blogs, collaborative projects, virtual game worlds, 
virtual social worlds and content communities. (Frow & Payne 2013, 7 & 
175-178.) 
 
 
 
Figure 9. The Social Media Landscape (Fred Cavazza 2017.) 
 
Social tools have solved many knowledge management problems through 
interactive fun and engagement. Before, the greatest challenge was 
getting employees to insert information into knowledge management 
systems. Through platforms like LinkedIn, Facebook, YouTube, Twitter, 
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blogs, social bookmarking services and similar tools, business leaders, 
employees, industry experts and thought leaders are openly and 
consistently sharing their knowledge. Harnessing this readily accessible 
knowledge and information today for it to make sense is a challenge that 
can be solved by research skills geared towards how the social tools can be 
used. (Brown 2012, 6.) As aptly described, social tools do portray different 
levels of engagement ranging from simple connections to building of 
communities with the main characteristics being connection, sharing, 
participation and community. (Brown 2012, 9 & 21.) 
 
Some of the most famous social media platforms include Facebook, 
YouTube, Instagram, Twitter, LinkedIn and blogs. 
 
Facebook: Founded in 2004 as a niche platform for Harvard university 
students to connect but now a global platform. It connects organisations 
to its customers and other interested entities. Facebook offers customer 
sentiment, organisational responsiveness and organisational promotions 
and events. (Brown 2012,25.) For a relatively low cost and by receiving real 
time positive and negative feedback, marketers can have real interactions 
with their customers. A business page on Facebook is practical because it 
is free and visible on Google. A Facebook page can be the first web 
presence for a small business. (Coles 2017, 32.) 
 
YouTube: YouTube is owned by Google and ranks as one of the most 
popular social sites. Apart from user-generated content, YouTube has 
professionally created content like news, music videos and commercial 
videos. Its user-generated content and user activities are part of 
Produsage, a term coined by Axel Bruns to mean collaborative work and 
knowledge sharing through social media networks. YouTube’s flexibility, 
diverse content from many ordinary users, and content that is 
professionally produced have made it very popular. (Bublitz & Hoffmann 
2017, 173 & 176.) 
 
Instagram: An image-sharing app that is owned by Facebook. Its ad 
platform that can be connected to Facebook.  Images from Instagram can 
also be shared on Twitter. For marketing, brands encourage competition 
between regular users or customers. To participate, they are requested to 
take pictures and videos using products or services then post them to their 
Instagram pages with the use of hashtags. The best way to build a 
relationship is to gain followers. This can be achieved by having a theme, 
keeping it visual, adding descriptions that are worth it, including a hashtag 
and posting consistently. (Coles 2017, 122 & 127.) 
 
Twitter: This platform provides a microblogging service also known as 
activity streaming. On Twitter, people form accounts, follow others, get 
followed, make posts and participate in conversations. Twitter is used by 
organisations to enhance marketing activity. Compared to other social 
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sites like Facebook which has fuller and more holistic social relationships, 
Twitter offers fast, easy and brief connections. (Frow & Payne 2013, 179.)  
There are some basic tweeting principles: add value; do not sell, retweet, 
engage, grow and listen (Coles 2017, 90).  
  
LinkedIn: Established in May 2003, this business platform gained over 4500 
members in the span of its first month. (Frow & Payne 2013, 177.) It is 
therefore not surprising that LinkedIn is also the biggest B2B only 
networking site with over 500 million worldwide members. 57 percent of 
usage is through mobile devices and in every second, two members join 
the platform. (Coles 2017, 56). 
 
Blogs: Some of the oldest forms of social applications are blogs and 
forums. Blog owners create running conversation threads where others 
can comment under. (Frow & Payne 2013, 178.) Blogging and 
microblogging as a communication strategy can be very meaningful for 
organisations by communicating to people what they want to be known 
about them (Cross 2014, 5).  
 
Seeing as customers are different, Frow and Payne (2013, 185) may be 
correct in suggesting that, in achieving a marketing goal, companies should 
assess their customers and the kind of relationships they want to create 
from them. Social media segmentation can be done through ‘Social 
technographics’ segmentation which was devised by Forrester Research 
Inc. Seven groups of consumers arose from this as: creators, 
conversationalists, critics, collectors, joiners, spectators and inactives. 
(Frown & Payne 2013, 185.) 
 
The challenge now especially for new businesses is how to create interest 
and be seen through these social networks. Content creators, 
conversationalists and critics on social media are unique because of their 
originality and ability to go viral. Through social media ads and 
collaborations, companies seem to have mustered what seemed to be a 
method only for advertising agency geniuses a few decades ago. What a 
business would have paid thousands of dollars to convey through TV ads, 
can now be achieved through one viral post on social media. All three 
groups (content creators, conversationalists and critics) could be 
influencers in their own ways as they tend to share some characteristics. 
They all tend to have a lot of followers, influencing power to make 
followers buy new products or services and cautioning power against 
products, services or brands.  
2.4.2 Social Media Statistics for Finland and United Kingdom 
Finland: In a 2018 study on frequency of social media usage in Finland, it 
was found that of the surveyed people, 64 percent of women and 58 
percent of men had followed a social media network in the past three 
months. In 2019, 72 percent and 69 percent of respondents in a survey 
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were found to use Facebook and YouTube respectively while 79 percent 
used WhatsApp.  WhatsApp led as the most popular platform on social 
media. (Statista 2020a.) 
 
United Kingdom: In the social network market in the United Kingdom, over 
the years Facebook has continued to hold strong dominance and by 2021 
the platform is set to rise to 41.37 million users. As of January 2020, people 
between 20 and 29 years old take the largest share of Facebook users with 
5.3 million being female and 5.4 million are male users. Pinterest’s share 
in the UK took up 9.14 percent of social network markets while Twitter 
took up 35.71 percent. (Statista 2020b.) As of January 2020, in the United 
Kingdom, YouTube took up 1.49 percent market share of social network 
platforms (Statista 2020c). As of December 2019, in the United Kingdom, 
there were 23.82 million Instagram users with 32.3 percent of them falling 
between the 25- and 34-year age range (Statista 2020d). 
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3 RESEARCH METHODOLOGY 
3.1 Multi-Case Study: Arosci Trading Limited and Ewals Cargo Care B.V. 
Purposive sampling, which comes under non-probability sampling was 
chosen for this study. Purposive sampling entails the handpicking of cases 
to create samples deemed by the researcher as satisfactory for their 
needs. The cost of purposive sampling may be low but there is possible 
undermining in generalising the findings. It can be problematic if the 
results are used as foundation to create wide policy decisions. However, if 
the only purpose of the study is to see whether the programme works, a 
lack of external validity is not an issue. (Maruyama & Ryan 2014, 235.) This 
study did not seek to generalise or create a new theory but to analyse the 
respective cases to make deductions and recommendations on them only.  
 
Gillham (2000, 2) explains that a case can be individual, a group for 
example, an office, class, family or hospital wards, an institution such as a 
factory or children’s home or it could be a large-scale community like a 
profession, town or industry. These are all single cases. However, one can 
also study multiple cases, for example, several single parents or schools, or 
two different professions. He goes on to say that it is dependent on the 
research and therefore, a case study investigates any of these examples to 
provide answers for specific research questions. (Gilham 2000, 2.) This 
research is a multi-case study of two companies from Finland and United 
Kingdom.  They are: Ewals Cargo (Finland) and Arosci Trading Limited 
(United Kingdom). More details on the case companies and related data 
collection processes are given further in this chapter.  
3.2 Literature Review 
The author uses literature review as the foundation for analysing the 
company cases in their respective questionnaire responses. The analysis, 
conclusion and recommendations were greatly influenced by the literature 
review. Reviewing related literature in the inquiry topic and field of the 
paper is advisable. Previously published research reports are highly 
significant foundations that provide preparatory guidance. Literature 
review in academic research is not new but mandatory and carries a rite-
of-passage status. It can be a source of data to support and enhance your 
findings. (Beretvas, Saldana et al. 2011, 61.) 
3.3 Qualitative Research 
This research study portrays Strauss and Corbin’s definition of qualitative 
research as any type of research that produces findings that are not 
realised or derived by statistical methods or any other quantification 
means. The three data collection methods for qualitative research are: 
focus groups, observations and qualitative interviews. (Kuada 2012, 93 & 
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95.) There is more supportive description of qualitative research that 
suggests it encompasses a broad scope of methods for and approaches to 
natural social life studies. Primarily but not exclusively, the collected data 
or information gathered is not quantitative and consists of textual material 
including: transcripts of interviews, documents, fieldnotes, internet sites 
that document one’s own or other people’s human experiences during 
social action and states of reflex and visual materials like video recordings, 
artifacts and photographs. (Beretvas et al. 2011, 3 & 31.) As a part of their 
social investigation, in most qualitative studies, observations and 
interviews are done on people who are involved in the study. These people 
are known as participants, informants, co-researchers, or “subjects” a 
word that is losing its usage due to its suggestion of a distant clinical 
relationship.  (Beretvas et al. 2011, 24.)  
 
For primary data, this study required detailed company information 
through a reliable and easy to use data collection tool. A video interview 
seemed like a great choice but since it was not guaranteed the participants 
would all agree to this, there had to be another option provided that did 
not, for example, limit the participant to being available at a specific time. 
It was therefore concluded by the author to request research participation 
in either of two ways: Both a video interview and a questionnaire or a 
questionnaire only. Since a questionnaire would be mandatory for either 
of the methods, the participants would receive it via email and asked to 
return their questionnaire responses within a week. This would allow the 
author to meet their deadline.  
 
According to Yin (2015, 251) narrative data is likely to be collected in every 
qualitative study because an important ingredient included in a qualitative 
study is narrative information of one of several participants in the 
collective process, culture or group. This research’s questionnaire was to 
be used with every participant. An open-ended approach was applied to 
questions for the questionnaire. All recipients choose to participate by 
questionnaire only and returned their questionnaire responses within one 
week.   
 
In the multi-case study, through participants (company representatives), 
each company was to  be examined independently as each of them was in 
a different business industry with different resources and at different 
growth levels and sizes. This Finland and UK focus with companies in 
different industries was chosen to give different perspectives and 
accounts. This would be beneficial for the author as a person who has 
worked in both countries and students in any of the two countries or 
industries who were interested in how different businesses integrate 
relationship marketing, CRM and social media marketing for effective 
customer management. Young professionals and graduates willing to 
enter these industries as sales and marketing professionals could also 
benefit from the study.  
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3.4 Secondary Data 
Secondary data sources for the UK can be divided into seven sub-groups: 
data management tools, training and support, regular survey data 
longitudinal and cohort survey data, census data, archives and gateways 
and administrative records (Smith 2008, 175).  For secondary data, the 
author used social media statistics from Statista, a data management 
company, to get the most recent figures of social media consumption in 
the different countries where the case companies are located: Finland and 
United Kingdom. This would help understand popularity of social media in 
these countries and facilitate a connection with relevant deductions 
between those figures and the data gathered through questionnaire 
responses.   
3.5 Questionnaire 
The three main aspects of a questionnaire are general form, question 
sequence and question formulation and wording. The general form can 
either be structured or unstructured. A structured questionnaire has either 
open questions (free response invitations) or closed questions (i.e., yes or 
no type of questions) that are pre-determined,  definite and concrete. 
Unstructured questionnaires on the other hand, as much as possible, use 
responses in the respondent’s own words. Questionnaire are low in cost 
and make it possible for respondents who would otherwise not be easy to 
approach to be conveniently reached. (Kothari 2004, 101.) For the author 
of this study, also a student, to access respondents in different regions, 
questionnaires seemed like a good and reliable data collection method. 
Gillham (2008, 2) also believes that questionnaires with possible answers 
determined in advance reduce the element of discovery unless they follow 
a pattern that is very unexpected. The author of this study supports both 
thoughts and chose to use fourteen, unstructured open-ended questions 
instead of the tick yes/no/ or agree/disagree variety. By giving the 
respondents free range in how they answered the questions, it would 
enable more genuine responses that were as less pre-determined or 
influenced beforehand as possible.  
 
The fourteen questions covered three subtopics: relationship marketing, 
customer relationship management and social media in their 
interconnectedness. The questionnaire was implemented through an Ms 
Word document. Ms Word was chosen because of its simplicity and 
popularity in use as well as its transferability ease between different 
programmes and platforms. At the end of the questionnaire the 
participants were asked to add anything they found relevant pertaining to 
the topic and their background.  
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3.6 Data Collection Process 
Camplejohn (2019) thinks that social media contains a lot of power and 
should be used to diversify, develop networks and over time, nurture 
relationships. In March and April of 2020, the author initially approached 
several company representatives through social media platforms with a 
proposal to participate in this research. These social media platforms, 
Instagram and WhatsApp, were chosen mostly because they were 
convenient, and the recipient can see the face of the message sender 
(author) through their profile picture. That bit of exposure on the sender, 
also a stranger, would give the receiver more confidence to respond than 
they would through an email message, for instance. Through WhatsApp, 
the message recipient is also able to see the sender’s mobile phone 
number while on Instagram, the sender’s other contacts/connections can 
be seen. In the first conversation, all possible participants were informed 
on the author’s topic of research and their right to remain anonymous 
should they choose to participate. They were also informed about a rights 
transfer agreement to signed by all parties. The participants were asked to 
choose participation between two ways: a video interview plus a 
questionnaire or simply a questionnaire. The video interview was 
proposed to be conducted via Skype and the questionnaire was sent 
through email to be completed and returned the same way. Out of the 
several company representatives approached, only two were picked. They 
agreed to participate and returned filled questionnaires within a one-week 
period which allowed the author to work within her time limits. More 
specific interaction process details with the participants are elaborated 
below:  
 
Arosci Trading Limited: A few years ago, the author of this paper had 
previously had a Skype conversation with the managing director of this UK-
based company for businesses purposes. As a customer and due to the 
information she already had on the company, the products she used and 
the great service she received, the author thought it would be a good 
company to study and include in her research for this paper. The author 
also aspires to start her own body and hair care products company 
someday and this affinity greatly influenced her decision to involve Arosci 
Trading Limited. In March 2020, the author approached the company’s 
managing director through their social media platform to introduce their 
interest in using the company for research studies. When the recipient 
expressed interest in the study the author requested to move the 
conversation to email where more details on the study were shared along 
with a questionnaire and rights transfer agreement. The participant filled 
in the questionnaire, signed the agreement and sent them back by email.  
 
Ewals Cargo Care B.V.: In 2019, the author had covered a case study on 
this Finland-based company with a group of three other students for an 
assignment on a different topic. One of these students was a sales 
representative at Ewals Cargo and had vast experience in the company 
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working both in Finland and in the Netherlands where the company had 
its headquarters. The company seemed like a great choice for the research 
study. Through the study group’s social networking page, in March 2020, 
the author asked the Ewals cargo employee if she would be interested in 
participating in the study, to which she agreed. The author asked if the 
conversation could be moved to emails for details. Here, the participant 
chose to participate by questionnaire whish she completed along with the 
transfer agreement and returned in the same way.  
 
Company X: Snowball sampling was employed to reach this case through a 
social media platform. Snowball sampling entails a sampling procedure 
taking multiple stages whereby the small initial sample snowballs into a 
large sample that qualifies in research design and consequent data analysis 
requirements. (Maruyama & Ryan 2014, 236.) The author introduced their 
research topic to one of her contacts in the banking industry in Kenya who 
had a wealth of experience in relationships. An insightful discussion 
ensued on the banking industry’s sales, marketing and relationships to 
which the contact then recommended a company X representative who 
had the professional experience required to participate in the research 
study. The author asked for the best way to contact the company X 
representative and was advised to use the same social media platform for 
topic introduction then to proceed to emails. In April 2020, the author did 
this and when interest was show, the participant asked to participate via 
questionnaire only and not a video interview. An email with both the 
questionnaire and transfer agreement were then sent to the participant 
and returned in the same manner after completion. However, due to very 
little information obtained in the questionnaire, the author decided to 
omit this case from the study.  
3.7 Challenges and Limitations 
The author chose to collect the case companies’ information through two 
ways: both a Skype or a video interview along with questionnaires with 
every participant or just a questionnaire. However, giving these options to 
respondents and all of them only choosing the latter, the thesis progressed 
with questionnaire responses only. Kothari (2004, 101) points out the 
demerits of questionnaires as a data collection method giving the example 
of responses being ambiguous or omitted being possible. Also, 
questionnaires are difficult to determine whether willing respondents are  
actually representative.  Even though the opportunity to have live video 
conversations would have encouraged more discussions, the 
questionnaires met their purpose with two of the three participants who 
were very detailed in their questionnaire responses. The one anonymous 
participant from company X was much less elaborate in their questionnaire 
responses, but this was to be expected given the anonymity factor 
influencing them specifically. The anonymous participant’s responses 
would have been satisfactory with more detailed information that would 
have given greater company coverage and more valuable information on 
33 
 
 
 
the thesis topic and research questions. This was not accomplished with 
Company X and why the case was omitted from the study.  
 
Through emails, candid correspondence was had throughout between the 
author and the participants. The biggest challenge rose due to the global 
Coronavirus pandemic at the time of interview and questionnaire 
participation requests. The pandemic came with lockdown measures in 
both countries involved in this study: Finland and the United Kingdom. 
Being on global lockdown, only one participant had access to a printer. It 
was therefore agreed with the second participant that their full names 
would be used in place of their signature in absence of a printer. The thesis 
supervisor was informed and agreed. This solution would allow the author 
to proceed with using participant questionnaire responses without 
disregarding the ethical expectations set by the school. 
3.8 Ethics 
Pertaining to the care and ethical treatment of people participating in 
research studies, there are  moral and legal obligations set. Researchers do 
not have unlimited reign to do what is required to attain their goals.  
Depending on university, organisation obligations or government agency, 
study proposals are subject to review through boards established to 
oversee these affairs and make sure the research work is safely designed 
and ethical conduct has been used and reached. (Beretvas et al. 2011, 24.) 
 
During initial contact to propose participation, the author let the 
participants know that their privacy, participation method and information 
sharing preferences were of the utmost importance to both the author and 
HAMK University of Applied Sciences. This was also reiterated through the 
initial emails. To make sure ethical guidelines were followed, through 
emails, all participants were sent the questionnaire along with a rights 
transfer agreement form to sign.  In absence of a printer due lockdowns 
owing to the global Coronavirus pandemic, the participants were asked to 
put their full names in place of their signatures. One participant had access 
to a printer and returned a signed agreement while the other one 
participant agreed to use their full names in place of a signature.  All 
companies were given the same interview questions which allowed a fair 
and uniform way of information gathering with the participants.  
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4 FINDINGS 
4.1 Case 1: Ewals Cargo Care B.V. 
The respondent representing Ewals Cargo Care was Mia Mäki, a sales 
representative mainly based in Finland and sometimes in the Netherlands 
where the company has its headquarters.  All the data and information 
presented here is paraphrased from responses the respondent gave in the 
questionnaire.  
 
Business Model and Background 
Through the creation of unconventional logistics products, the company 
serves their customers and the industry. There has been intelligent 
systems and processes development that are continuously innovated to 
stay ahead of the curve creating solutions that target the latest logistical 
challenges. Their Mega Huckepack fleet and multimodal network combine 
shipments by road, rail and short-sea creating the absolute best 
multimodal combination for customer cargo.  
 
Ewals Cargo strives to lead, take the initiative, and discover new territories 
and be the front runner in their industry. They do this by creating 
adaptable logistics products aimed at providing solutions for logistical 
challenges often through collaboration with their customers. Their 
foundation of a continuous innovation foundation, with a down to earth 
mentality that is combined with a co-creating mindset, characterises them 
as a company.  
 
Ewals cargo handles approximately 4000 loads daily with 50 percent of 
them being  their own assets, and 50 percent being sub-contracted. 75 
percent of their transportation is done through multimodal solutions while 
25 percent are through roads. Intermodal connection is a great asset to 
them for their low CO2 emissions and with their multiple train and ferry 
connections, seasons driver shortages do not affect them as much as they 
affect competitors.  
 
Customer Targets and Valued Customers 
Ewals Cargo Care targets industrial organisations and manufacturers who 
have import or export loads in the Pan-European area (cross-border 
logistics). Their biggest clientele is the automotive industry. Other key 
industries targeted include FMCG (fast moving consumer goods), 
electronics, healthcare and hygiene, paper and packaging, food and drink, 
entertainment (event logistics), and industrial materials e.g., isolation 
materials or steel. In the future, this company seeks to increase their 
portfolio and acquire customers from sectors in defence, pharmaceuticals, 
plastics manufacturers, aerospace, and clothing and textiles. They are also 
interested in targeting entities with bigger part load shipments, otherwise 
known as less-than-truckload loads/less than load (LTLs) or full trailer loads 
(FTLs) in the European area from country A to B. Their valued clients 
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include big volume clients with FTL loads and frequent transportation and 
automotive industry clients who make up 70 percent of company turnover.  
 
Relationships and Marketing 
Ewals Cargo Care has strong representation in 17 countries and 36 
locations. Each of the locations has its own knowledge and ways with sales 
and customer service representatives working to build long lasting 
customer relationships. Ewals Cargo Finland have great expertise in the 
steel industry and timber industry which accounts for the biggest export 
product in Finland. In Benelux countries, France and Sweden, the 
automotive industry brings in the biggest turnover through clients like 
Inalfa, Adient and tyre manufacturers. In Spain, clients in the textile 
industry are their biggest with examples like Inditex who own Zara and 
Bershka. Ewals employees are conversant in local languages which seals 
their local presence and relationships in their different locations.  
 
To build and strengthen relationships, Ewals Caro Care hosts three major 
events at their headquarters in Tegelen, the Netherlands. Here they invite 
over 300 customers, sub-contractors, and sales representatives to 
converge with their peers and associates and discuss relevant topics like 
Brexit with its opportunities and challenges that could be encountered in 
the logistics industry. The first day of this massive 3-day event usually 
commences by giving the European sales force an update on strategic 
developments. The second day which is the customer day, ushers in 
specialists from different fields to share their insights on current topics and 
trends, e.g., European legislation. The third day goes to subcontractors 
who make their presentations through interactive workshops on planning, 
securing cargo, mobile quality support and driver training.  
 
The activities used to support Ewals Cargo Care business relationships 
involves efforts to create more personal relationships. Their sales 
managers  are constantly on the road meeting potential and existing 
clients. Also, their customer service keeps daily contact with their clients. 
Apart for the 3-day annual sales event held thrice every year in Tegelen, 
the Netherlands, as previously mentioned, Ewals Cargo Care also takes 
part in a massive logistics fair in Munich, Germany once every year.  
 
CRM Systems and Processes 
Ewals Cargo Care sales employees have been using a CRM database 
programme from a software provider called Citrix for the past ten years. It 
is used to maintain client database, create offers and keep track of all client 
correspondence. In their European locations, sales managers are the main 
users of the programme while in the Finnish office, everybody has access  
to it and are supposed to make data updates on it. Ewals Cargo Care 
Finland sees all employees as ‘sales-persons’ who are expected to be 
actively involved in sales and marketing. This is part of their customer 
service commercialisation project and CRM plays a huge role in it. 
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Everyone adds potential and interesting clients to this database which 
leads to target filtering.  
 
CRM is used to cater to valued customers with key account managers 
keeping regular contact with clients and remaining attentive to satisfy 
them. Ewals Cargo Care has a mobile quality team that is readily sent to 
the factory to discuss and find ways to make improvements, optimizations 
and cost saving solutions for all parties.  For relationship building and 
customer retention, this company uses CRM by mainly keeping their 
database updated. Through CRM, they also try to find new business 
opportunities and markets and gain more sales volume from existent 
clients. 
 
Channel Strategies, Social Media Implementation and Future 
Improvements 
Ewals Cargo Care mainly uses numerous trailers on the road. The company 
owns 3700 mega trailers in the European network with each trailer moving 
13.6-meter-long billboards. From seeing these trailers, the company gains 
a lot of exposure and clients from this after inquiries on their 
transportation services.  
  
A centralised marketing team creates material and distributes it to other 
local offices. Local offices also create material for social media mainly on 
LinkedIn and Facebook. Through these social media platforms, the 
company promotes related ecommerce. Ewals Cargo Care is involved in 
event sponsoring and is one of the main sponsors for a big run event called 
Venloop which is held annually in Venlo, the Netherlands where they build 
a park pavilion for everyone to eat, drink and socialise.  
 
Through CRM, where possible, certain clients are used as reference to 
attract more clients acting in the same field. Keeping the company social 
media pages active and developing new content on a consistent basis is 
important to Ewals Cargo Care. These actions and activities have increased 
interest towards the company website. The best way to market 
themselves is by  Ewals Cargo Care being mentioned by existent clients on 
their social media pages. This allows Ewals Cargo Care to also share 
authentic opinions on their own channels. Over the years, this company 
has seen some trends through CRM. Ewals Cargo Care initially depended 
on a few large clients. To spread economic risk, today, Ewals strives to 
target larger groups of smaller clients (SMEs) to decrease the financial 
impact of clients who have left. Currently, the company uses three systems 
separately: CRM, planning and invoicing software. For 2020 there is a 
project with plans to implement a new IT software that combines all three 
programmes. This will make it easier for users and the process will become 
more transparent with less mistakes e.g., the new system will not let the 
user continue before the price is set up. This would ultimately allow an 
easier process for the invoicing department who would not have to track 
down rates and invoices would be sent automatically.  
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4.2 Case 2: Arosci Trading Limited 
The respondent representing Arosci Trading Limited was Nigel McCarthy, 
the company’s managing director who also handles their sales accounts. 
McCarthy has extensive global experience in the hair cosmetics industry 
and is now based in the UK with Arosci Trading Limited. All the data and 
information presented here is paraphrased from responses the 
respondent gave in the questionnaire.  
 
The Business Model and Background  
Nigel describes Arosci as a salon exclusive professional haircare and styling 
range made uniquely for multi-textured salon clientele. Through its 
combination of ‘aroma’ and ‘science’ power for the ultimate in texture 
care, Arosci delivers the most advanced texture enhancements, 
conditioning treatments, and styling technologies. This company has two 
main categories of products: salon exclusive technical products for 
professional use and non-technical products for regular and non-
professional home use. Arosci has a limited distribution in Africa, Europe, 
United Kingdom, and the United States and utilises established contacts 
and their website.  
 
Customer Targets and Valued Customers  
Arosci’s focus is to directly provide to salons with salon exclusive products. 
This is attained through appointed distributors who exclusively deal with 
salons and not through cash and carry, retail outlets. Retail products are 
however available online to all other customers through the company 
website’s store. Their website has a US store and a UK and International 
option that caters to people in those respective regions. The products are 
sold at a higher price online than those sold to salons. 
 
All appointed distributors are Arosci’s valued customers and therefore 
handled similarly with marketing and promotions being offered equally. 
Registered salons that make regular purchases and at higher volumes than 
others are more than occasionally offered exclusive ad hoc deals which are 
not quarterly and date dependent like Black Friday, Thanksgiving, Mother’s 
Day, etc, because the adoption of that strategy would make clients wait 
for deals. Regular online customers are also occasionally offered free 
products for trial.  
 
Relationships and Marketing  
Relationships with Arosci distributors are the same worldwide. Salon 
exclusive technical products are for direct distribution to registered salons 
only and are not to be sold to individual customers for ‘home hairdressing’ 
use. For ‘non-technical’ products, end-customers who wish to purchase 
can do so from Arosci’s chosen distributors. They are not to be sold in mass 
market outlets.  
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Relationships with salons for Arosci is the same worldwide and these 
salons  are required to provide proof or registration as salons. The reason 
is to protect the brand and salon professionals from copycats who would 
misuse salon exclusive technical products, without the professional 
knowhow and qualifications required to administer them if they 
inappropriately acquired them somewhere 
 
Relationships with end-consumers of non-technical products is the same 
worldwide. This group of customers can go to salons and purchase non-
technical products for conditioning, treatment, and styling of hair at home. 
In salons where non-technical products are unavailable, end-consumers 
can register online and purchase them through Arosci’s online store. 
 
CRM Systems and Processes 
Arosci operates through a CRM programme called Majento on their 
website and online store. For the US, Majento links through the accounting 
package system, Quickbooks, in place to operate the subsidiary. As 
accounting systems differ and are not compatible worldwide, the rest of 
the worlds feeds into Xero, the UK accounting package system. 
Information is collated every month according to which products have 
been purchased through which avenue, distributor, salon, or end 
customer. This allows trends to be determined and analysed among other 
things. A monthly discussion follows and held between US and UK with 
decisions made depending on whether anything seems out of place and 
perhaps requires a different approach instead of the standard procedure 
in use. Unordinary activity be it through distributors or salons will propel 
an investigation on what has transpired.  
 
An example of how Arosci uses CRM for solutions and customer 
management was when a retail customer in the US ordered two units of a 
product through Arosci’s online store at a value of 32 dollars each unit with 
a request to ship overnight at a shipping cost of 30 dollars. This raised 
interest within. After Arosci investigated, it was evident that an Ethiopia-
based end-customer was ordering this package as a gift to send to Ethiopia 
because they could not locate the product in the country. Arosci contacted 
the distributor in Ethiopia and asked for detailed information on which 
registered salons had the products. This information was then relayed to 
the end-customer so she could try these salons in future before ordering 
from the US online store which was a much costlier alternative. One unit 
of the same product is much cheaper from a salon in Ethiopia. The result 
of this move was a happy end-customer and distributor for Arosci 
recognising a situation and making enquiries and transferring information 
with a great solution. Arosci may make less profits in suggesting such 
solutions to their clients but customer service is paramount.  
 
Arosci has a small distributor network. On a monthly basis, every 
distributor is contacted through a phone call by  McCarthy. This includes 
distributors in Africa, United Kingdom, the rest of Europe and the Middle 
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East. For the United States, Canada, and the Caribbean, Arosci’s partner in 
the United States handles the distributors in the same way. For customer 
retention Arosci chooses regular contact, listening and acting on 
suggestions and making improvements. If a suggestion is found to be 
unfeasible, there is an explanation given instead of simply ignoring it. The 
customer has a voice whether they are a distributor, salon or end-
customer and each of them is valued and treated with respect. 
 
Channel Strategies, Social Media implementation and Planned 
Improvements  
Arosci has appointed distributors worldwide to provide exclusive salon 
products to registered salons only. This is the easiest and most logical way 
for Arosci to operate. However, it is not easy to  find exclusive salon 
distributors in every country as they do not supply any distributor that 
management have not personally visited in their respective country for 
verification of legitimate intent. The next step is supplying salons who have 
registered online and can prove their professional and registry 
qualifications. Then they have end-customers where products are 
available on the online shops.  
 
Company social media platforms are currently under review. Presently, 
Arosci has a Facebook page that will completely be revamped during the 
next 6 months. The company website will also be revamped. 
 
From inception, Arosci has followed the same philosophy with customer 
relationship management which is treating all customers with respect 
which ultimately leads to the relationships managing themselves. There is 
room for improvement and Arosci strives to listen and act daily which also 
makes distributors, salons, and end-customers to feel more valued.   
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5 ANALYSIS 
As seen in figure 10, customer management through relationship 
marketing, CRM, and social media marketing as an integrated function is 
the focus of this study. To answer the research questions, an analysis of 
the fourteen responses in the questionnaire as presented in chapter 4 are 
compared to the theories presented in chapter 2. This is done descriptively 
in two areas: relationship development and CRM and social media for 
relationship marketing. In this analysis section, the two company cases are 
covered separately in their entirety as it pertains to customer management 
and how relationship marketing, CRM and social media integration affects 
this process.  
 
 
 
 
 
Figure 10. Integrated Relationship Marketing, CRM and Social media 
 
The research questions of this paper are  
 
1. What are the key elements that determine how companies  
manage their customers and relationships and does CRM help in 
effectiveness? 
2. How do companies utilise social media platforms to support their 
customers and relationships? 
 
 
 
CRM
- Technology
- CRM models
- Channel strategies
- Databases
- Links
Social Media
- Content
- Networking platforms and 
applications
- Creators
- Influencers
Relationship Marketing
- Relationshp models
-Strategies 
- Alliances
- Partnerships
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5.1 Case 1: Ewals Cargo Care B.V. 
Relationship Development 
Ewals Cargo Care seeks to continually interact and seek solutions as Mia 
Mäki (2020) mentions. They hold events and relationship building activities 
like the 3-day event held thrice annually at their headquarters in Tegelen, 
the Netherlands where they invite over 300 customers, sub-contractors 
and sales representatives to meet and discuss pertinent issues, 
opportunities and other relevant topics.  They also sponsor events like 
Venloop in Venlo, the Netherlands. As a logistics company with presence 
in several European countries, collaborations are vital and valued highly by 
Ewals Cargo Care. The constant contact made by their customer service to 
customers, their sales managers being on the road to meet potential and 
existing customers and the efforts to make their relationships more 
personal highlights some of the dedicated practices by the company to 
support their relationships. Through their business culture and solutions 
created and facilitated through customer collaborations, Ewals Cargo Care 
supports Lopez’s (2014, 39) characterisation of relationship marketing 
which is placing relationships in high regard and striving for their longevity 
and concurrently satisfies that their motivation does not come from 
transactional marketing where increasing sales with little interest in 
customer needs is the goal.  
 
Mäki (2020) says the company plans to expand their portfolio and capture 
customers in the aerospace, defence, clothing and textiles plastics 
manufacturers, pharmaceuticals industries which suggests that they could 
be in the awareness and exploration stage with potential clients in those 
respective industries. These are phases described by Baker and Hart’s 
(2007, 42) process models of relationships development, and specifically, 
the Dwyer’s et al. (1987) model which consists of awareness, exploration, 
expansion, commitment, and dissolution. By placing EWALS Cargo Care 
relationships against this specific model, it can be surmised that those 
mentioned relationships could be in between the exploration, expansion, 
and commitment stages. 
 
Ewals Cargo Care’s relationships are based on a foundation of consistent 
engagement both through different customers and associates having 
direct communication with the sales team and through massive events 
that bring together all relevant parties from all its locations around Europe. 
As described in chapter 2 by Frow and Payne (2013, 43), different 
characteristics distinguish between transactional and relationship 
marketing. To assess the basis of their relationship and customer 
management focus, in table 4 below, we apply findings from Ewals Cargo 
against Frow and Payne’s table depicting transactional marketing and 
relationship marketing. A ‘Y’ mark meaning Yes is used next to the element 
within relationship marketing that the company values, aligns and adheres 
to while a ‘U’ mark is used to mean ‘undetermined’. 
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Table 4. Transaction Marketing and Relationship Marketing (Frow & Payne 2013, 43.) 
 
Characteristics Transactions Focus Relationships Focus 
Marketing emphasis 
Market emphasis 
Focus  
Orientation 
Timescale  
Customer service 
Customer commitment 
Customer contact 
Quality 
 
Obtaining new customers 
Customer markets 
Functional (marketing) 
Service features 
Short 
Little emphasis 
Limited  
Limited 
An operations concern 
Customer retention (Y) 
Multiple stakeholder markets (Y) 
Cross-functional (all functions) (Y) 
Customer value (Y) 
Long (Y) 
High emphasis (Y) 
High (Y) 
High (Y) 
The concern of all (Y) 
 
                         
 
CRM and Social Media for Relationship Marketing  
Ewals Cargo Care has adopted CRM systems and solutions that enable 
efficiency in the sales process which is particularly helpful for their 
workforce in Finland who are all considered salespersons, according to 
Mäki (2020). Buttle and Maklan (2015, 4) describe the three forms of CRM 
as strategic CRM, operational CRM and analytical CRM. Ewals Cargo Care 
leans more towards strategic CRM which is a core customer-centric 
business strategy that focuses on winning and keeping profitable 
customers. It could also be viewed to have foundational aspects of 
analytical CRM whereby an organisation transforms customer-related data 
into actionable insight for either strategic or tactical purposes 
 
Ewals Cargo values its relationships and uses marketing activities like the 
3-day event held thrice a year in the Netherland which has likely 
strengthened these relationships and ultimately encouraged business 
growth. Through consistent yearly engagement activities that include their 
customers and associates, Ewals Cargo has found a way to gather 
information and feedback to bring forth improvements from these 
relationships and continually communicate the state and plans of their 
services in following events. As described by Buttle and Maklan  (2015, 3-
4, 15), this company seems to have combined the three CRM forms 
(strategic, operational and analytical) which makes CRM the core business 
strategy used in the internal integration of processes and functions and 
external networks in value creation and delivery to target customers for a 
profit. Additionally, aspects of the CRM Value Chain are apparent at Ewals 
Cargo Care. This model as explained by Buttle and Maklan (2015, 20) 
contains five primary stages supported by four conditions that generate 
enhanced customer profitability as the final mission. As a reminder, these 
primary stages are customer portfolio analysis, customer intimacy, 
network development, value proposition development and management 
of the customer lifecycles with the four supporting conditions being: 
leadership and culture, data and information technology, people and 
processes.  
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Chaffey and Smith (2017, 444) highlight In-sales applications as a 
mainstream model. Ewals Cargo Care seems to have adopted this model. 
According to Mäki (2020), Ewals Cargo Care uses intelligent CRM systems 
and processes that allow them to sell and create offers to customers. CRM 
therefore facilitates sales and marketing. As described by Frow and Payne 
(2013, 322) there are three different categories of customer relationships: 
acquisitions (pre-sale), consolidation (sale) and enhancement (post-sale) 
and depending on the company, these areas can be broken down further 
into different elements. Mäki (2020) describes how sales managers pay 
regular visit to both potential and existing clients which would fall under 
tailored activities under acquisition and enhancement. Daily customer 
service support, sponsorship at Venloop events in Venlo and the 3-day 
event held in Tegelen, are examples that fall under the enhancement 
category of this company’s activities. Specifically, marketing events like the 
one in Tegelen would be brought about by information developed from a 
CRM system that is efficient and reliable which ultimately depicts a 
convergence point for integration of CRM and relationship marketing. It is 
expected that there is immense and relevant information exchanged 
between the company and their customers and sub-contractors during 
these events and by extension, with other  parties being able to engage 
with one another like subcontractors-to-subcontractors, the company 
exposes itself to scrutiny which ultimately portrays them as a  transparent 
company with nothing to hide. This relationship and customer 
management strategy could be one of the reasons the company has gained 
customer loyalty and continues to see repeat sales and overall growth.  
 
Ewals Cargo Care’s other employees based in their other European 
locations only use the CRM systems if in managerial positions, but all 
employees in Finland are considered salespersons who are expected to use 
the CRM system and make regular updates on it. This is an obvious 
advantage for the Finnish team in that they would all have access to  
important sales information eliminating time wastage caused by internal 
enquiries. It also provides all salespersons the chance to serve their 
customers uniformly. The offers created through their CRM systems as 
indicated by Mäki (2020) also suggests that tailoring of marketing for 
different customers is made more efficient by these systems. 
 
Betsy Atkins (2019) writes for Forbes and says there will be a demand for 
an equally rapid and innovative response from transport and logistics 
businesses to match the continued rapid growth in ecommerce markets. 
Mäki (2020) seems aware of the power of network building when she says 
that Ewals Cargo Care uses LinkedIn for reasons like promoting e-
commerce. LinkedIn is a professional network which can be used to the 
advantage of B2B relationships and for a cross border logistics company 
like Ewals Cargo care, LinkedIn creates a network of references platform 
around Europe. Ewals Cargo Care has an active Facebook profile but apart 
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from the benefits of using LinkedIn, it is not exactly clear how relevant 
other social media pages and analytics are to this company. Looking at the 
company’s website, there are no direct links to company social media 
pages. However, the company has a lot of pertinent information provided 
on their website regarding services, partners, developments, and 
opportunities. The media consumption statistics in Finland may not have 
much influence for Ewals Cargo. As would be expected, there would be 
more determinants to the social media network the company chooses to 
use. With the successful events this company has among other things like 
regular contact with their customers, Ewals Cargo Care has not missed the 
mark on keeping their relationship strong with added focus going to their 
longevity.  
5.2 Case 2: Arosci Trading Limited 
Relationship Development  
Arosci manages its sales and related activities through an online store. This 
company does not take the ordinary route of many hair product businesses 
that sell through retail stores. Instead, the company has two main 
customer relationship categories:  
  
1. Exclusive B2B relationships for verified customers who buy their 
technical products. These relationship parties include distributors, 
and registered salons or salon professionals.  
2. B2C relationships with end-customers who purchase non-technical 
products from their online store, distributors, and registered local 
salons where available.  
 
Nigel McCarthy (2020) conveys that Arosci Trading Limited values all its 
relationships and having a small distributor network makes it possible for 
Arosci to maintain direct phone communication every month with them. 
This would also keep information flowing back to the company regarding 
customer expectations, concerns and obstacles. McCarthy carefully selects 
distributors by visiting them in their locations and verifies registered salons 
and professional hair stylists through documentation. This clearly 
demonstrates diligence, thoroughness, and a high level of exclusivity as a 
foundation basis for Arosci relationships. 
 
In the findings, the detailed example given by McCarthy (2020) on how 
their Ethiopian end-user customer was given local salon alternatives to 
purchase from in future instead of making the more expensive and time 
consuming online order from the United States highlights an important 
customer management aspect of Arosci relationships and reinforces 
McCarthy’s (2020) view of all customers being valuable. The extents the 
company will go to in assisting their customers make faster and certainly 
wiser alternatives portrays a focus on developing relationships that are not 
entirely based on sales. As described in several examples like their solution 
for their Ethiopia based end-user, providing ad-hoc deals for registered 
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salons making the biggest purchases and tailoring improvements and 
service to distributors through regular, direct calls, this company  
challenges and dispels Blythe’s (2006, 65) assertion that relationship 
marketing is more valuable and successful in B2B and not as much in B2C 
relationships being that Arosci has registered salons, small retail 
distributors, and end-customers and uses relationship marketing to 
effectively serve all of them. Relationships are existent in all businesses 
and like Arosci has proven, it falls on the company to improvise ways to 
manage customers and employ different relationship marketing 
techniques.  
 
Moreover, Arosci’s solution-based approach encapsulates Frow and 
Payne’s (2013, 17) description of relationship marketing as entailing not 
just customer acquisition but both customer retention and acquisition. A 
customer is likely to return when cheaper and faster alternatives are given 
for future considerations. Lopez’s (2014, 39) distinction between 
transactional and relationship marketing is also seen at Arosci handling of 
the Ethiopia based customer where transactional marketing which is 
characterised by making as many sales as possible in the least amount of 
time is clearly not their focus. Instead, Arosci actions depict elements of 
relationship-focused marketing which is characterised by focus on 
customer needs and fostering lasting relationships. Their relationship 
marketing focus is also seen through how they interact and manage their 
distributors. 
 
Relationship management starts from how a company targets its 
customers, what their focus entails while engaging customers, how they 
conduct business and the level and quality of interaction with customers 
after sales are made. Using the findings, it would therefore be important 
to  assess Arosci using several factors and points to determine if they 
manage their customers more on a transaction based or relationship 
focused manner. In table 5 below, we apply Arosci Trading Ltd. against 
Frow and Payne’s table as seen in chapter 2 depicting transactional 
marketing and relationship marketing. In this adaptation a ‘Y’ mark 
meaning Yes is used next to the elements within relationship marketing 
the company values, aligns and adheres to while a ‘U’ mark is used to mean 
‘undetermined’. 
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Table 5. Transaction Marketing and Relationship Marketing (Frow & Payne 2013, 43.) 
 
Characteristics Transactions Focus Relationships Focus 
Marketing emphasis 
Market emphasis 
Focus  
Orientation 
Timescale  
Customer service 
Customer commitment 
Customer contact 
Quality 
 
Obtaining new customers 
Customer markets 
Functional (marketing) 
Service features 
Short 
Little emphasis 
Limited  
Limited 
An operations concern 
Customer retention (Y) 
Multiple stakeholder markets (Y) 
Cross-functional (all functions) (Y) 
Customer value (Y) 
Long (Y) 
High emphasis (Y) 
High (Y) 
High (Y) 
The concern of all (Y) 
 
 
CRM and Social Media for Relationship Marketing  
Having an online store makes CRM a very important tool for Arsoci.  
Through their CRM systems, processes, and channel strategies, they sell 
their products and manage their customer accounts worldwide. From 
McCarthy’s (2020) detailed explanation of how their sales and accounting 
systems are used and how they link together, it is evident that this 
company sees the value of CRM on a large scale. Arosci therefore aligns 
itself to assertions by Buttle and Maklan’s (2015, 3-4, 15) whereby the 
combination of all three forms of CRM (strategic, operational and 
analytical) takes place to make CRM the core business strategy used for 
the internal integration of processes and functions and external networks 
in value creation and delivery to target customers for a profit. As further 
described by Buttle and Maklan (2015, 21) of the Gartner’s competency 
model, it is apparent in overall analysis that Arosci aligns to this model. The 
Gartner competency model has 8 areas of competency that are important 
for its success: a CRM vision, development of CRM strategies, the design 
of experiences that are valued by customers, both intra- and extra-
organisational collaboration, management of customer lifecycle 
processes, information management, implementation of technology, and 
the development of measurements that are indicative of the success or 
failure of CRM.  
 
Frow and Payne  (2013, 320) list six  channel strategies a business could 
choose from that include: a mono-channel provider strategy, a customer 
segment channel strategy, a graduated account management strategy, a 
channel migrator strategy, an activity-based channel strategy, and an 
integrated multi-channel strategy. Arosci has a mono-channel 
management strategy whereby all products are available through their 
online store to their worldwide distributors and registered salons for both 
technical and non-technical products as well as end-customers who can 
only purchase non-technical products. McCarthy personally handles 
distributors in Europe, the Middle East and Africa while his US partner 
handles their US and Caribbean distributors The CRM system used by 
Arsoci is sophisticated and capable of handling the store options and 
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allows for important information to be picked and analysed for sales, 
marketing and management functions. 
 
Frow and Payne (2013, 322) list three categories of customer relationships 
as acquisitions (pre-sale), consolidation (sale) and enhancement (post-
sale) and continue to say that these areas can be further broken down. 
Arosci has broken down these areas further into different elements as 
McCarthy (2020) explains their personal visits as activities in the 
acquisition (pre-sale) phase as important actions and steps in finding 
distributors and registered salon to qualify them. In the enhancement 
(post-sale) phase, he makes regular phone calls to distributors in Africa, 
the Middle East and Europe to facilitate and encourage service and 
dialogue. This leads to better understanding distributor needs, 
improvement of services and building of stronger relationships. 
McCarthy’s partner in the US does the same thing with geographically 
assigned distributors to achieve the same goal. Determination of exclusive 
ad hoc deals to registered salons who make regular and big volume 
purchases arise from monitoring sales trends through CRM. There is a clear 
integration point for CRM and relationship marketing for effective 
customer management. Another integration point is depicted when Arosci 
noticed a purchase made by an end-customer in Africa from the US store, 
followed up on it by connecting to the closest distributor in Ethiopia who 
provided him with a local salon carrier of the same product. This 
information was then provided to the end- user in Ethiopia and in going 
through this process CRM and relationship marketing as an integrated 
function, prove effectiveness for managing customers.  
 
McCarthy does not outline Arosci’s social media strategy but from 
observation, the company does have social media pages on platforms like 
YouTube and Instagram. As highlighted in chapter 2, according to Chaffey 
& Smith (2017, 34) there are three types of media: paid media, earned 
media and owned media. Of these three, Arosci seems to have both owned 
and paid media. These publicity generating partnerships with influencers 
go under the earned media category. On their YouTube page, they utilise 
earned media through hair stylists (influencers) who give step-by-step 
instructions on how they use Arosci products.  
 
All the brand owned social media platforms run by the company itself using 
their own content fall under owned media. The company, however, is 
mostly dependent on their webpage and direct marketing 
communications. McCarthy (2020) says there are plans to revamp their 
website and social media pages in the next 6 months. This could be due to 
a variety of reasons like wanting to capture a greater audience or wanting 
to incorporate and utilise social media analytics to improve their business. 
Frown and Payne (2013, 185) suggest that social media segmentation can 
be done through ‘Social technographics’ segmentation which was devised 
by Forrester Research Inc. The seven groups of consumers that arose from 
this are: creators, conversationalists, critics, collectors, joiners, spectators 
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and inactives. On YouTube, through hair stylists who fall under the creators 
and conversationalists Arosci applies this. These professionals who give 
detailed instructions on Arosci products help garner positive exposure. 
They also depict collaborative projects as a social media classification 
according to Frow and Payne (2013, 178).  
 
Queensberry (2018) cautions that platforms should be carefully 
considered because simply increasing activity on a social media platform 
does not bring you closer to attaining your business goals. He goes on to 
give Buffer Social as an example of a company that saw better results from 
less posting on Facebook and not more. Currently, many factors could 
affect Arosci’s little focus on social media implementation which is seen by 
their infrequent posts on their  Instagram page. Arosci has an exclusive line 
of technical-products that can only be sold by chosen distributors and 
registered salons and before these customers are picked, the company has 
to personally visit candidates to verify their intent which suggests that 
being actively present on social media may not be necessary for Arosci. On 
the other hand, their non-technical products being available to all end-
customers who do not require prior verification suggests Arosci could 
attract more of these end-customers by being visible and active on social 
media platforms. This, however, would be dependent on whether the non-
technical product range is larger or smaller than the technical product 
range that is available to chosen distributors and registered salons.  
 
These are all probable assumptions and it is important to remember that 
a business can successfully engage customers through traditional methods 
like direct one-on-one telephone conversations as McCarthy (2020) has 
indicated happens with their small but worldwide distributor network. On 
the other hand, overall, any form of positive exposure would be to Arosci’s 
advantage. The company does have a website and online store within it 
where they successfully communicate their product changes, availability, 
and prices. Having many salon exclusive technical products that are not 
available to end customers may influence the need to remain exclusive 
even with their marketing communications outside social media. Social 
media consumption of private individuals in countries where Arosci 
products are available may have little bearing on Arosci’s social media 
choices. These private customers from another perspective could 
influence this company’s social media choices in future which would likely 
be dependent on whether their non-technical product range increases and 
whether overall sales made from them are substantially bigger compared 
to sales made from exclusive distributors and registered salons. Once 
again, the element of exclusivity with many of Arosci’s products comes into 
focus and could be a factor for many of their decisions. McCarthy 
suggested their social media and website pages were going to be 
revamped in the next six months, but this information was not elaborate 
enough to assess the motivation behind the planned changes.  
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6 CONCLUSION 
This chapter answers the research questions by cross analysing the two 
case studies through their respective findings and highlighting the major 
points gathered.    
6.1 Discussion 
Research question 1. What are the key elements that determine how 
companies  manage their customers and relationships and does CRM help 
in effectiveness? 
 
This study found that the companies covered are primarily customer 
centric, manage their customers in some similar ways and dissimilar in 
other ways. It also concludes that CRM contributes greatly to the 
effectiveness of their goals and methods. Pertaining to how these 
companies manage their customers and while one size may not fit all, it is 
undeniable that company culture, technology and related management 
systems play a part in efficiently handling their customers and following up 
with them to serve them better. To break it down, the study found four 
main elements or factors that determine the management methods used 
on customers and relationships. These are: company resources and 
capabilities, information, CRM, communication, consistency in quality and 
delivery, and continuous improvements.  
 
Company resources and capabilities: The companies studied in this paper 
showed that how a company organises itself and its resources influence 
how they manage customers. While sales managers at Ewals Cargo Care 
make individual visits to their customers, Arosci account managers 
chooses to maintain regular phone activity with their distributors around 
the world with two main account managers working within their specified 
geographical regions. The managing director at Arosci also makes personal 
visits to assess potential B2B customers and relationships. These 
companies use their resources and capabilities to design their own ways 
to serve and continue to manage their customers and it is through some 
of these designations that they differ even though they may share similar 
goals that are customer-focused. In current times, it is not just about what 
product or service is being offered, but all activities entailed in the delivery 
of these products and services which starts from pre-sales activities to 
post-sales activities. Looking at the Venloop event which is sponsored by 
Ewals Cargo or their Tegelen events with over 300 people in attendance, it 
would not be cheap or achievable for many companies especially being 
held three times a year with attendees like sales representatives, 
customers and sub-contractors coming from outside the event’s country 
location.  This shows the magnitude of overall company capabilities and 
their culture  as it pertains to customer management.  
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Information: Information content, collection, storage, and dissemination 
are all important for these companies. Knowing whom your customers are, 
their behaviours, seen and expected sales trends with them and overall, 
customer expectations, all come under information. This array of rich 
information creates preparedness, eliminates unnecessary errors and to a 
high degree allows businesses to function primarily through innovation 
and initiative rather than merely from reaction. An open line of 
communication between businesses and customers is important in 
gathering information, not just to score sales targets but to forge 
relationships that serve all parties. With information, there is more 
tangible discussion in relationships on problems and improvements. Apart 
from expecting great quality, customers require for companies to think 
ahead and stay ahead. Therefore, retrieving information from all available 
sources is a never-ending process for Ewals Cargo Care and Arosci to build 
strong relationships. Information sharing goes two ways and companies 
encourage their customers to be open and transparent by doing it first. 
Information was found to facilitate and support growth in relationships. It 
is important to note that social media is a source or tool of information 
and utilised by the companies in this study to varying degrees.  
 
CRM: CRM functions to support customer management. Companies in this 
study think they should be equipped with CRM systems that are 
understandable to collect and organise customer information to help 
make relevant sales and marketing decisions. CRM is considered as a 
necessity and not a trend or option. These companies are also of the 
perspective that sales management and related after sales services cannot 
be achieved without all sales professionals or account managers being on 
board and fully conversant with CRM systems and programmes. CRM is 
responsible for accurate collection and retention of customer information, 
delivery of products and services as well customer satisfaction and loyalty 
which are all important elements in their business relationships. It is 
through CRM that customers get what exactly they need and tailored 
offers which compels them to return. It is also because of the information 
collected on customers that marketing is made more intelligent and 
relevant to customers. Serving and managing customers on a large scale 
from the pre-sales level to the post-sales level is made more efficient 
through CRM. Comprehensive and organised CRM would be needed to 
create the Ewals Cargo Care events at Tegelen, the Netherlands a success, 
right from picking the event’s attendees, knowing their preferences and 
purchasing habits and relevant marketing around this. This event implies 
that effectiveness of customer management through integration of 
relationship marketing and CRM and the results of this integration could 
be measured by improved services, positive feedback, repeat sales, 
strengthened relationships and customers and sub-contractors acting as 
referees for the business to encourage new customers and partnerships. 
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Communication: Clear and consistent communication in relationships was 
found to be used as a tool for building authentic relationships with 
customers. Communication also ties to information which was seen to be 
relayed both ways. Relationships, like customer and businesses are 
constantly evolving and these changes can only be portrayed through 
communication. It could be through company websites, emails, social 
media networks, telephone calls with sales managers and other one-on-
one contact as described by Ewals Cargo Care and Arosci. It could also be  
through marketing communication, events and activities. Ewals Cargo Care 
has successfully held annual events which supports this factor.  
 
Consistency in quality and delivery: Strong relationships with customers 
according to the respondents were found to be based on consistency in 
both quality and delivery of products and services. The companies in this 
study view consistent quality of their products and services as a part of 
their reputation and ultimately their growth while consistent interaction 
and post-sale service made their company culture and foundation for their 
relationships. These companies have found themselves needing to be 
ahead of everything,  prompt and reliable. Consistency also aligns with 
their customer-centric and solution-based approaches. It is not just about 
what product or service is being offered, but all supporting activities 
entailed in the delivery of these products and services. Ewals Cargo Care 
and Arosci Trading Ltd. know this they both follow a culture of being 
consistent in their communication and engagement activities with their 
customers. Ewals Cargo Care has been consistent in holding their own 
events as well as sponsoring others like Venloop in Venlo, the Netherlands. 
Current affairs like the coronavirus pandemic will be a challenge for these 
businesses and their relationship marketing decisions as their consistency 
and company culture will be greatly challenged.  
 
Continuous improvements: The interactions and engagements had 
between companies and their customers in this study was found to be 
tools used to facilitate and generate improvements of products and 
services whenever possible. The companies seem to believe that despite 
doing their best, there is always room to upgrade and improve themselves 
and overall business activities. This is a positive attitude that has been 
incorporated into their company culture. 
 
Research Question 2. How do companies utilise social media platforms to 
support their customers and relationships? 
 
This study found that social media presence is almost certain for 
companies on at least two social media platforms. It was however seen 
that even though posting frequency was not regular on all platforms, social 
media is used to convey important company information and facilitate 
links to their relationships. Collaborative projects and earned media 
between hair stylists and Arosci as seen on YouTube implies that social 
media is beneficial for relationship marketing. Ewals Cargo Care 
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mentioned their use of LinkedIn to promote ecommerce which suggests 
the importance of networking for relationships. Ewals Cargo Care has local 
offices in several European countries but does not have uniform 
representation on different social media pages, i.e., they have an English 
Facebook page but none in Finnish. The company’s Facebook page in 
English could be strategically aligned to their convergence culture which 
matches their events in Tegelen that bring together people from all over 
Europe. A company may successfully opt to focus on one central social 
media account despite having offices in multiple countries as Ewals Cargo 
Care has proven.  
 
Companies do not operate from the same mindset and depending on their 
business goals, industry, capabilities, and customer targets, social media 
may or may not have substantial importance to how they manage their 
customers. In this study, we see how two different companies in different 
industries and countries similarly place value on customer management 
through integration of relationship marketing and CRM but without as 
much focus going to integrating social media. It also shows their different 
and carefully designated paths in keeping their customers consistently 
engaged without the use of social media. Further revealed is that social 
media usage in Finland and the United Kingdom by individuals had no 
major influence on how or whether Ewals Cargo Care and Arosci used 
social media to manage them. While there is growing importance placed 
on social media analytics in the world today, it was not determined that 
the companies studied in this research placed great emphasis on this.  
6.2 Recommendations for Future Research 
For future studies elements used to determine customer management and 
the efficiency of integrating relationship marketing with CRM and social 
media, more information from companies would be necessary. Studying 
more companies would also give better perspective. Information from 
customers could also be beneficial in assessing whether companies fully 
understand their needs and how different customer management 
methods work for these customers. Information on factors that limit the 
growth of relationships would also be helpful in comparing what is 
perceived by companies and what is real for customers.  
 
For more insight and to understand the topic better, being a fully 
immersed observer while inside the company of study could be a great 
alternative. The research would then be able to include more research 
participants in sales and marketing. More information and data could be 
collected through a deeper and lengthier questionnaire to enrich the 
study. The social media connection with customer management and 
relationship marketing could be studied on a deeper level by studying 
companies that actively utilise and heavily rely on social media platforms, 
those that have grown from doing this and those that continue to do this.  
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APPENDIX 1. QUESTIONNAIRE 
       EFFECTIVE CUSTOMER MANAGEMENT THROUGH INTEGRATION OF RELATIONSHIP 
MARKETING, CUSTOMER RELATIONSHIP MANAGEMENT (CRM) AND SOCIAL 
MEDIA MARKETING 
 
1. What is the name of your company? 
2. Describe your business model. 
3. Who are your customer targets?  
4. How are your relationships with customers similar or different in the various 
regions your company operates in? 
5. How does your company support and strengthen these relationships? 
6. Describe your company’s CRM processes, software and systems.  
7. Describe your channel strategies. 
8. Who are your valued customers? 
9. How is CRM used to cater to your valued customers? 
10. How does your company use CRM for customer retention and relationship 
building?  
11. What kind of activities does your company use to build its business 
relationships? 
12. Describe how your company utilises social media from a CRM perspective. 
13. How has CRM changed at your company through the years? 
14. What CRM improvements does your company plan to make in future? 
Please feel free to add anything related to your professional background and the 
topic. Thank you.  
 
